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Where there's a 
Storz Station . . . 

there's 
audience 



The 
STORZ 
Stations 

today's Radio 
lor today's selling 

Todd Storz. President 
Home Office Omaha 

WDGY, WHB, KOMA, WQAM 
represented by John Blair & Co. 
WTIX represented by Adam Young Inc. 



CBS TV 
BREWS UP 
A STORM 

Net's new research 
gives edge to CBS 
o&o's. Other net* and 
independent- counter 
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Where there's 
smoke, there is 
sure to be radio 
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Why tv's 

'quiz-panel' shows 
go on and on 
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fall shows 
reflect public 
taste?— Tv Basics 
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Close your eyes and listen yes, 

it's the one and only! You'd know 
that sound any where - that 
"quality touch" which separates 
the champion from the field. 

There's an important difference like 
that, too, among radio and tele- 
vision stations of today. 
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BROADCAST SERVICES OF THE DALLAS MORNING NEWS ■ EDWARD PETRY A CO., NATIONAL REPRESENT/* I 




nnibal made things happen in the Alps . . . and 




WPEN 



WPEN News was awarded citations by 
the Associated Press Broadcasters' 
Association for "outstanding work in the 
fields of editorial-commentary, freedom 
of information, and outstanding news 
reporting." More evidence that in News 
. . . and in Sales . . . WPEN Makes Things 
Happen In Philadelphia. 

WPEN 

Represented nationally by 
GILL — PERNA 

New York. Chicago. Los Angeles. San Francisco Boston. Detroit. 



How to 
Persuade the 
Knoxville 




It takes a powerful medi- 
um to sell in the big, wide- 
spread 1,600,000 Knoxville 
Trading Area. WBIR-TV's 
top power ... top audience 
. . . top programming . . . 
and leadership in top-rated 
shows get the job done. Call 
vour Katz Man. 



WBIR-TV 



CHANNEL 



CBS 



10 



KNOXVILLE-TENN. 
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Franks with an image — thanks to radio 
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Local radio/tv sells prefabricated houses 

35 WAPI-TV, WPAI, Birmingham provided double-barreled air power for 
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TOPS 
IN "BOX OFFICE"! 



WHO-TV's spectacular library of film packages* — 
loaded with award-winning movies — means 
"box office" for YOU, in Central Iowa! 

Three times each weekday, thousands of viewers — 

wen, women and children — watch film features on 

WHO-TV. WHO-TV programs these films 

in choice, low-cost time periods, and their ratings 

(Monday-Friday) are tremendously higher 

than those of competition, according to ARB 

for March 16- April 12, 1959: 

FAMILY THEATRE (Noon-2 p.m.) 44.3% 

EARLY SHOW— Cartoons (4:30 p.m.-5:05 p.m.) 36.1% 

EARLY SHOW— Feature (5:05 p.m.-6 p.m.) 29.9% 

LATE SHOW (10:30 p.m.-Sign-Off) 25.8% 

PGW can give you all the details on WHO-TV 
and what "box office" in Central Iowa means 
to you. Ask your Colonel ! 



*WARNER BROTHERS "Feature" and "Vanguard," 
MGM Groups 1 and 3, NT A "Champagne." "Rocket 86," 
"Dream," "lion," "Big 50," SCREEN GEMS 
"Sweet 65," HOLLYWOOD TELEVISION SERVICE 
"Constellation," M and A ALEXANDER "Imperial Prestige," 
ABC's "Galaxy 20" and others. 



ARB SURVEY 

METROPOLITAN DES MOINES AREA 
(Morch 16-April 12, 1959) 



FIRST PLACE QUARTER HOURS 



WHO-TV 

Stotion K 
Stotion W 
Ties 



Number Reported 



1-Week 
233 
186 
27 
20 



4-Week 
227 
197 
42 
0 



Percentage of Total 



1-Week 
50.0% 

40.0% 
6.0% 
4.0% 



4-Week 
48.7% 
42.3% 
9.0% 
0 



WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio, Des Moines 
WOC-TV, Davenport 



WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
now^WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHC^EV 

WH(| 




WHO-TV 

Channel 13 • Des Moines 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc., 
National Representatives 
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39 THRILLING FIRST-RUN FILMED 
HALF-HOURS BASED ON SAN DIEGO 
POLICE DEPARTMENT FILES!... FOR 
LOCAL AND REGIONAL SPONSORSHIP 

REALLY DIFFERENT! 

It's the unusual story of a tough, resolute 
police officer ... the eager, ambitious rookies 
he trains . . . and his friend, a resourceful, 
conscientious police-reporter. 

. . . And the story of a melting-pot city- 
San Diego ... and its people-the fishermen, 
the sailors, the barkeeps, the bankers- 
fully-drawn characters in intriguing situations. 
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STARRING CO-STARRING 

VICTOR JORY PATRICK McVEY 



NEW! ALREADY SOLD TO: 
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Houston 

HOOPER 

May-June, 1959 

NIELSEN 

Jan.-Feb., 1959 

PULSE 

Jan.-Feb., 1959 






4 NO. 1** 




TIME PERIODS 





•in** 



National Reps.: 

THE KATZ AGENCY, Inc. 

• New York "St. Louis 

• Chicago * San Francisco 

• Detroit • Los Angeles 

• Atlanta * Dallas 

IN HOUSTON, 
CALL DAVE MORRIS 
JAckson 3-2581 
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RENEWALS 

FOR 39 THRILLING NEW HALF-HOURS OF ONE 
OF TV'S BIGGEST SYNDICATION SUCCESSES! 



Jim Davis as Wes Cameron 
and Lang Jeffries as 
Skip Johnson star in 
this suspensefui series. 



RESCUE 



SENSATIONAL RATINGS IN CITY AFTER CITY, WEEK AFTER WEEK 
FOR THIS ACTION-PACKED, DRAMATIC, HUMAN-INTEREST SERIES! 




RENEWALS INCLUDE: 

ALKA SELTZER (Multi-Market Regional) 

UTICA CLUB BEER (Multi-Market Regional) 

WTOP-TV, WASHINGTON 

KRCA, LOS ANGELES 

WGN-TV, CHICAGO 

KRON-TV, SAN FRANCISCO 

WTVJ, MIAMI 

KING-TV, SEATTLE 

KIZ-TV, DENVER 

WGR-TV, BUFFALO 

WRVA, RICHMOND 

WSYR-TV, SYRACUSE 

KFSD-TV, SAN DIEGO 

WRGB, SCHENECTADY 

KFJZ-TV, FT. WORTH 

WBTV, CHARLOTTE 

KOAT-TV, ALBUQUERQUE 



For details about 

these exciting 78 half-hours, 

contact 




SCREEN wm GEMS, inc. 

TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP 
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Incredible. ..but true. WBBM-TV keeps topping its own record ratings . Chicago's 
top station in the past 48 consecutive Nielsen reports, both Nielsen and ARB 
show WBBM-TV first again . . . and by one of the widest margins in its history. 

For example, according to ARB, WBBM-TV s over-all audience share is at a nine - 
teen-month high of 34.8% . That's a mighty 22% higher than a year ago, 27% higher 
than the second station, 78% higher than the third station and 91% higher than 




the fourth station! Furthermore, as the only Chicago station to increase its share 
of audience and its ratings during the year, WBBM-TV ranks first both daytime 
and nighttime ... with an average 37% lead over the nearest competition during 
the day, and an average 16% lead at night. (American Research Bureau, May '59) 
To blast all competition, advertise your product on WBBM-TV. It's dynamite! 
Channel 2 in Chicago • CBS Owned • Represented by CBS Television Spot Sales ® 




97.2% 

OF VIEWERS IN 

Albany, Ga. 

ARE TUNED TO 

WALB-TV 




WALB-TV's NEW 

1000 FOOT 
TOWER 

ALMOST DOUBLES THE 
EFFECTIVE WALB-TV 
MARKET IN 
SOUTH CEORCIA AND 
NORTHWEST FLORIDA! 

• GRADE B POPULATION 
NOW IS: 

730,600 

• GRADE B TV HOMES 
NOW ARE: 

126,200 

Write for 

new Coverage Map! 

WALB-TV 

ALBANY, CA. — CH. 10 




Raymond E. Carow, Ccneral Manager 

Represented Nationally by 
Venard, Rintoul 0 McConnell, Inc. 

In the South by James S. Ayers Co. 
One Rate Card 



NEWSMAKER 

of the week 



This week, ABC Radio has its first president since Bob East- 
man left the network last April. Edivard J. DeGray ivas 
elected president of the net on 23 Jane according to an 
announcement by Leonard H. Goldenson, AB-PT president. 

The newsmaker: Amiable, Brooklyn -born, 45-year-old 
Edward J. DeGray brings to broadcasting the same cool, calculated 
will to win that he brought to the tennis courts for many years. In 
national amateur tennis tournaments. DeGray shone as a formidable 
opponent, figuring where to place the hall before he swung. 

"Everybody in network radio," he told SPONSOR, "knows they have 
a problem. Here at ABC Radio, we're trying to solve it quietly." 

In essence, this is exactly what DeGray has been trying to do dur- 
ing the past year that he was vice president in charge of ABC network 

(during Bob Eastman's tenure. , 

ABC Radio was a corporation 
within a corporation — American 
Broadcasting Radio Network. 
Inc.). It has since been quietly 
dissolved into an operation the 
same as ABC TV, a part of the 
whole American Broadcasting- 
Paramount Theatres. 

With some 350 affiliates (a num. 
ber of which have heen added in 
the past year under the guidance of 
DeGray) , the plans for ABC Radio 
are hasically these: To try to make Edmird L DeGray 

network radio work on a basis best for affiliates as well as the network. 

"We'll be strengthening our whole combination of affiliate serv- 
ices," says DeGray. "We want to give our affiliates all the things 
they can't buy locally." The ABC News Call is in for a further 
building-up, for this is very popular with the afRls. In addition to 
this, programing is in for a heavy push — "programing of ABC per- 
sonalities to give identity at the local level," says DeGray. The net 
learned through its "specials" starring Frankie Avalon and Eydie 
Gorme that this is one notch in the key to a successful net radio 
operation; in each case they got about 85% clearances. "Both of 
these were pre-sold shows," DeGray said. "One thing we know: 
stations are not interested in long hours of sustaining programs; they 
want something to sell. We don't pretend to know the answers to 
net radio, but we're trying to find the answers through learning what 
the stations want." A good example of DeGray's follow-through to 
such thinking is the snaring by ABC of rights to broadcast the 
Patterson-Johansson heavyweight fight. 

DeGray began his broadcasting career with CBS in 1937. Came 
to ABC in 1955. ^ 
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Better than half the viewing families — 52.6%' — watch 
WRGB. The May, 1959 ARB total area survey shows 
Channel 6 delivers more homes than the other two stations 
combined in the Northeastern New York and Western New 
England -market. Contact your NBC Spot Sales" representa- 
tive for the complete story. 



STATION SH 
SUNDAY THROUGH SATURDAY 



SIGN-ON 

TO 
SIGN-OFF 



WRGB 


STATION B 


STATION CM 


52.6% 


31.2% 





WRGB CHANNEL 6 



A GENERAL ELECTRIC STATION 



*S*un*: Tatel Aim AM, May, l»5f 



ALBANY-SCHENECTADY-i 



AN 

ANNOUNCEMENT 
SUH! 




NOW CBS 
RADIO IS 
ON WRNL! 

UJRflL 

910 AM • 102.1 FM 
RICHMOND, VIRGINIA 

REPRESENTED BY 
Edward Pelry & Co.. Inc. 



Timebuyers 
at work 




Jon Ross, Jon M. Ross Advertising Agency, Los Angeles, feels that 
fm can do a selling job for advertisers in certain areas, but that the 
medium is not convincingly sold. "At this time," Jon says, "we are 
not given sufficient 'valid' measures of the fm audience to justify 
substantial use of it. Fm staffers know this, and they find themselves 
in the position of having to double- 
talk as well as lower their rates in 
order to attract sales. These people 
place too much emphasis on the 
intangibles of advertising with 
snob appeal and esthetic values, 
they provide very little documenta- 
tion of fm's ability to sell strictly 
on a commercial basis. No matter 
how specialized a product is. it 
requires something stronger than 
a 'superior sell' to get sales." Jon 
points out that fm sales are in- 
creasing, that more "average audiences" are listening and that 
to ignore this growth is short-sighted. "To keep pace and sell to 
advertisers," Jon says, "fm salesmen must take positive steps. We 
expect the same kind of evidence we get from other media — carefully 
documented surveys and success stories that prove fm's value." 

Lawrence Curtis, president. Curtis Advertising Co., New York, 
agency for Chateau Martin wines, feels that his agency is able to do 
a better selling job because of its experience with both advertisers 
retailing through stores and those marketing through mail order. 
"Through our mail order schedules, run on every type of station in 

a wide range of markets," Larry 
says, "we've come to know the 
sales impact of stations', their time 
segments and programs. As is the 
practice in mail order, we measure 
the actual cost of the spot against 
the actual dollars taken in. These 
results have become our guide in 
- <qJ^M recommending stations and avail- 

. ;?y X abilities to our non-mail order 

1^^^, T ^. J^^M i lients. ,; Lai r) note« that his 

agency uses ratings cautiously, in 
view of its findings over the years. 
The correlation between mail order sales and ratings had shown 
no consistency: innumerable times lower rated spots were found to 
be more productive than higher rated spots, and vice versa. "There 
is. of course, no scientific way of judging the worth of time on a 
dollar basis, hut we do feel that our approach is the most realistic." 
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Follow the skyrocketing spot 
as it soars your product sales 
above quotas . . . zooms it 
to a dominant market share. 

The spot medium best 
enables you to match exactly 
your advertising effort 
with sales situations 
in various markets; 
to conform perfectly 
with distribution patterns; 
to equalize varying advertising 
"weight" in network markets. 

In the field of station 
representation, H-R's unique 
Working Partnership 
plays a sweet tune 
for ownership 
and management. 
Such a high degree 
of cooperative effort 
is devoted to all station 
operations affecting spot sales, 
that the stations' 
staff, in effect, is tripled. 

^ T fl fiXl TJD Television, Inc. 
wWyV A! JLv Representatives 

'We always send a man to do a man's job" 



, 7 with 
trie •.. 

-•. tune/ 
/- \ call/ \ r\ i ,\. 

r r\Ti '■■ •• ••• ; ' '• / 
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TRACKDOWN 

One of network television's most 
famous Westerns has just become' 
available for syndicated sales... 
and it's a sure-fire hit. Because: 

...TRACKDOWN is the biggest, 
most important Western ever to 
enter first-run syndication, at a 
time when Westerns are at the 
very peak of audience popularity; 

...TRACKDOWN is produced on 
location by Dick Powell's famous 
Four Star Productions, and has 
a well-known star, Robert Culp; 

. . .TRACKDOWN is based on case 
histories taken from the files of 
the fabulous Texas Rangers, and 
is the only television show ever to 
win official endorsement from the 
Rangers and the state of Texas; 

...And TRACKDOWN has proven 
a huge audience -winner, averag- 
ing a 23.0 total Nielsen rating in 
its run on the CBS Television Net- 
work (October 1957- April 1959), 
against the stiffest competition. 

TiredoflongshotsPTRACKDOWN 
(71 crack half-hours) can't miss ! 

'. , THE BEST FILM PROGRAMS FOR ALL STATIONS" 
NEW YORK. CHICAGO, LOS ANGELES. DETROIT. 
BOSTON, SAN FRANCISCO, ST. LOUIS, DALLAS 
AND ATLANTA.IN CANADA: S.W. CALDWELL,LTD. 

CBS FILMS M 



DETROIT 
OFFICE 




LOS ANGELES 
OFFICE 



DALLAS 
OFFICE 




JACKSONVILL 
OFFICE 



Fact-source for advertising decisions 





JACK DENNI NGER, Vice President and 
Eastern Sales Manager, has charge oj 
agency-contact in Blair-TV's New York 
office — one oj ten offices providing jast, 
efficient service to Advertising. 



A NATIONWIDE ORGANIZATION 



New York City is headquarters for 
more than half the agencies billing 
$25,000,000 or more annually. Each 
business day sees these New York 
agencies reach decisions involving 
more than a million dollars in Spot 
Television . . . decisions that demand 
a basis of factual data with down-to- 
the-moment accuracy. 

When the decisions concern any or 
all among 25 of America's great tele- 
vision stations, these inquiries con- 
verge on a single focus — the New 
York office of Blair-TV. Few organi- 
zations in the entire field of advertis- 
ing have an equally effective system 
for transmitting television data. 

Blair-TV operates on this basic 
principle: that alert, informed repre- 



BLAIR-TV 



sentation is a service vital not only to 
stations but also to all Advertising 
and to the businesses dependent on 
it for volume and profit. From the 
first, our list has been made up of 
stations and markets we felt in posi- 
tion to serve most effectively. Today 
these stations are located in 25 of 
America's greatest markets. Together 
they cover 56 percent of its popula- 
tion, virtually 60 percent of its effec- 
tive buying power. 

In its area, each of these stations 
stands as a powerhouse of selling 
force. To help advertisers and their 
agencies make most profitable use of 
that force, is the primary objective 
toward which the work of our entire 
organization is constantly directed. 



AT THE SERVICE OF ADVERTISING 



WABC-TV-New York 
W-TEN- 

Albany-Schenectady-Troy 
WFBG-TV— Altoona 
WNBF-TV-Binghamton 
WHDH-TV- Boston 



WBKB-Chicago 
WCPO-TV-Cincinnati 
WEWS -Cleveland 
WBNS-TV-Columbus 
KFJZ-TV-Dallas-Ft. Worth 
WXYZ-TV- Detroit 



KFRE-TV— Fresno 
WNHC-TV- 

Hartford-New Haven 
KTTV-Los Angeles 
WMCT— Memphis 
WDSU-TV-New Orleans 



WOWTV- 

Omaha-Council Bluffs 
WFIL-TV— Philadelphia 
WIIC -Pittsburgh 
KGW-TV- Portland 
WPRO-TV-Providence 



KGO-TV-San Francisco 
KING-TV— 

Seattle-Tacoma 
KTVI-St. Louis 
WFLA-TV— 

Tampa-St. Petersburg 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



4 JULY 1959 

Ctpyrliht ItM 
SPONSOR 
PUBLICATIONS INO. 



Both in New York and Chicago, reps have taken it as a hopeful sign for fall spot 
radio that important agencies have invited them in to get their thinking on how the 
medium can be tooled to fit in with a particular client's marketing plan. 

This sort of rapport can't help but have a stimulating effect on the rep field. 

The one big yearning that reps have voiced for at least the past six months: Ways and 
means of weaning back those top-rank agencies— McCann-Erickson, Burnett, Compton 
— that have become completely tv-oriented as far as air media are concerned. 

What radio reps would like of such agencies is this: An opportunity to show them new 
ways of using and merchandising radio; to urge that the research that measures radio 
be applied creatively and imaginatively; to submit constructive concepts of radio as 
an efficient ingredient in an over-all advertising plan. 



Seller checks among Chrysler Corp. and General Motors agencies indicate that 
spot tv will be loaded with saturation campaigns from these sources in connection 
with the introduction this fall of the Valiant, Dart, and Corvair lines. 

The schedules for the lower-priced newcomers probably won't be firmed up until early 
August. But, in any event, from the impressions gained by air media's sales brigade in Detroit, 
the biggest slice of the ad melon will go to spot tv. 

The likely exception among the big three is Ford. It seems inclined to depend 
solely on network as the tv exploiter of its economy-version Falcon, with spot radio 
the saturation medium. 



In the hope of beating others to choice clearances, Burnett last week spelled out Kel- 
logg's wants for another 52-week go-round of its kid spot tv programing. 

The schedule — calling for three half-hours of Woody Woodpecker, Huckleberry Hound, 
and Superman — starts 29 September, and is generally headed for the same areas 
that carried the trio this past year. 

However, there may be some revisions in markets and stations. As a Burnett man put it: 
Markets have done a good job for Kellogg and stations that have a good solid mop- 
pet strip in the early evening will retain all three shows ; other markets will be clipped 
to two shows or even one. 



National spot radio's big pepper-upper of the week: 

Armour's Dash Dog Food is putting $75,000 in 33 top markets for five weeks, 
starting 13 July. 

Of pointed significance: The buy conies out of an agency — FCB, Chicago — usual- 
ly regarded as overwhelmingly tv-oriented. (The product was recently taken over from 
Ayer.) 

Also buying: Fresh California Bartlctt Pears Advisory Board (Cunningham & 
Walsh, San Francisco), sizeable packages of announcements for four to seven weeks in 30 
markets. 



Spot as well as network tv will likely be the gainer from the additional money 
that Gillette is expected to spend on behalf of its SI. 95 adjustable razor. 

The company already is spending between $18-20 million in tv plus a possible SI 
million for its d.j. programing in about 100 radio markets. 



SPONSOR • 4 JULY 1959 



17 



SPONSOR-SCOPE continued 



Both spot radio and NBC Radio have been enlisted by plastics trade groups via BBDO 
in their drive to warn mothers against letting small children come in contact with plastic bags. 

The buy is for 21 announcements a week over four weeks. List of spot markets: 
about 40. 



Another sign that tv is making a deep dent in the soft goods retailing field: 
Women's Wear Daily has started publishing a regular column dealing with the 

influence of tv, ad-wise and fashion-wise, on the wearing apparel field. 

The column will cover 1) what retailers and manufacturers in the field are promoting 

on tv 2) how successful the medium has been for them, and 3) how fashions shown on 

tv are influencing consumer demand. 



Despite the triple get-together of Fletcher Richards, Calkins & Holden, and Bryan Hous- 
ton, the trend among agencies to merge slowed considerably during the first half 
of 1959. 

Perhaps the turn of the economic tide for the better had something to do with 
it. In other words, there were fewer agencies, with clients looking for escape hatches. 

During the year's first half, only three mergers whose billings totaled $15 mil- 
lion or better apiece took place. They were: 

MERGED AGENCIES NEW NAMES 

Bryan Houston, Fletcher D. Richards, Fletcher Richards, Calkins & Holden 

Calkins & Holden 
Burke, Dowling & Adams, 

St. George & Keyes 
Cohen & Aleshire, Dowd, 

Redfield & Johnstone 



Adams & Keyes 

Cohen, Dowd & Aleshire 



BILLINGS 

§45 million 
16 million 
15 million 



The quest for new agency pastures by important advertisers the first six 
months of this year wasn't quite so pronounced, in terms of giant budget, as during 
the first half of 1958. 

You will recall that was the period of the twin migrations of Buick and Chrysler. 

Note how heavy investors in tv again predominate the following roster of ad- 
vertisers who rehoused their accounts this year: 









ESTIMATED 


ADVERTISER 


FROM 


TO 


BUDGET* 


Chase & Sanborn 


Compton 


J. Walter Thompson 


$8,000,000 


Dristan 


Bryan Houston 


Tatham-Laird 


7,000,000 


American Airlines 


Lennen & Newell 


Young & Rubicam 


6,000,000 


Cluett, Peabody 


Young & Rubicam 


Lennen & Newell 


4,500,000 


Playtex 


Reach, McClinton 


Ted Bates 


4,000,000 


Nescafe 


Bryan Houston 


Esty 


4,000,000 


Armour Grocery Div. 


N. W. Ayer 


Foote, Cone & Belding 


3,500,000 


Wildroot 


BBDO 


Ted Bates 


3,000,000 


Hudson Paper 


Norman, C&K 


Grey 


2,000,000 


Bristol-Myers' Ban 


BBDO 


Ogilvy, Benson & M 


2,000,000 


Red Heart Dog Food 


Campbell-Mithun 


Tatham-Laird 


1,500,000 


Bissel Carpet Sweeper 


Leo Burnett 


Frank E. Clinton 


1,500,000 


Northan Warren 


Doyle, Dane B 


DCS&S 


1,500,000 


Manhattan Shirt 


Doner & Peck 


Daniel & Charles 


1,500,000 


Nucoa Margarine 


Guild, B&B 


Dancer, F&S 


1,500,000 


Regal Pale Brewing 


Heintz & Co. 


Lennen & Newell 


1,000,000 


Norwich's Nebs 


Foote, Cone & B 


Cohen, Dowd & A 


1,000,000 


* Covers all media 
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SPONSOR-SCOPE continued 



Some agencies arc worried about a further weakening of product protection 
the coming season as a result of (1) the increased sales of minute participations in 
nighttime network tv shows, and (2) the rapid spread of the cross-plug. 

The concern is not only with keeping a 15-minute distance between out-and-out competi- 
tive products, but preventing kindred items (like a packaged deodorant and a de- 
odorant soap) from being adjacent to each other. 

Say the networks: We plan to keep the 15-minnle separation ride in force — 
even if we have to insist that an alternate sponsor schedule the cross-plug ill the middle 
of the program or the major sponsor surrender his closing billboard. 

CBS TV is contemplating another gesture to help affiliates meet the mounting 
demand from spot advertisers for daytime minutes. 

A third 60-second station break will be opened up at 3 p. in. — if the move meets 
with the approval of the sponsors of House Party, which comes between 2-2:30. In other 
words, there would be no break after that show, but there would he a minute after the 
succeeding program that replaces Jimmy Dean. 

Currently there are minute breaks at 12:30 and at 2 p.m. 

A realignment of product assignments for the account's four agencies could 
follow the current reorganization of Quaker Oats' advertising and sales operations. 

Two years of study by the consulting firm of Booz Allen & Hamilton brought about 
this basic recommendation: combining advertising and sales under the title of Advertis- 
ing and Merchandising Department, with new titles and responsibilities for ad people. 

There will be four divisions: 1) pet foods; 2) corn foods and Flako; 3) Aunt Jemima 
mixes; and 4) cereal groups. 

Quaker products are now spread out thus: JWT, pet foods, light cereals, and Aunt Je- 
mima; Clinton E. Frank, flour, Flako, institutional; John W. Shaw, corn foods, three easy 
mixes, specialties; Wherry, Baker, Tilden, cereals. 

Those that turn against rock-and-roll can be as violent as its exponents. 

Take the announcement this week of KAVI, Rocky Ford, Col., that it is converting 
from rock-and-roll to straight "good family music." 

Said KAVI: (1) An r-and-r record will be broken over the air every 10 minutes 
until all 500 such records in the library arc destroyed; (2) any staff announcer who 
plays a verboten record will be fired on the spot. 

Esty, agency for National Carbon's Prestonc, lias this explanation why Zercx 
(duPont) is going to put $600,000 in three specials on NBC TV this fall: Prestonc 
had the biggest year ever in sales. 

Zerex's move (via BBDO) came after Prestonc arranged to go all tv network this 
fall via a special on baseball the night before the World Series (NBC TV) ; two half-hours 
each of Siigarfoot aiid Cheyenne; and some shots of CBS TV News. 

The probable media losers in this battle for market dominance between the two giant*: 
spot tv and print. Neither sponsor, however, was a heavy spender in those fields. 

Tv network gross time billings for May showed a 8.7% increase over the like 
month of 1958: All three networks this time doing a total of $52,085,557, as 
compared to §47,918,145 for xMay '58. 

The May '59 billings by network: ABC TV, $9,946,570, plus 17.3%; CBS TV, $22,464,- 
493, up 7.1%; NBC TV, $19,674,494, an increase of 6.5%. 

For the first four months, ABC TV is ahead by 18.7%; CBS TV. 6.2%: NBC TV. 7.4 r c, 

Aggregate billings for January through May by networks: ABC, $52,492,402; CBS, 
$110,759,141; NBC, $97,509,662. Total: $260,761,205. 
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SPONSOR-SCOPE continued 



It could be that the daily hours of tv viewing per set have reached a peak and 
that a slight downward trend — no bigger than a man's hand right now — is on the way. 

Recent Nielsen monthly soundings on total tune-in averages have shown pretty much 
of a static condition compared to last year. In fact, the count for this April was 5.24 hours 
as compared to 5.36 hours for 1958. 

As further evidence of what recent Nielsen viewing reports may portend, note the 
average tune-in per minute for all U.S. tv homes by hours this April as compared to 
April 1958: 





APRIL 1939 AVG. 


APRIL 1958 1 


9-10 a.m. 


15.0 


13.9 


10-11 a.m. 


15.6 


16.6 


11-12 noon 


21.4 


21.5 


Noon-1 p.m. 


20.7 


22.9 


2-3 p.m. 


19.0 


21.0 


3-4 p.m. 


20.5 


22.9 


4-5 p.m. 


24.6 


27.8 


5-6 p.m. 


29.8 


31.1 


6-7 p.m. 


35.9 


38.4 


7-8 p.m. 


49.7 


52.7 


8-9 p.m. 


61.0 


63.3 


9-10 p.m. 


63.8 


66.4 


10-11 p.m. 


56 5 


58.3 


11-12 midnight 


34.8 


37.2 









How effective is the "bandwagon" approach in advertising — claiming, for exam- 
ple, that your product is number one seller, or the oldest, etc.? 

Madison Avenue observers say that psychological research shows that the value 
of this technique is dubious unless you've got specific objectives such as: 

• In the case of gift products, impressing the recipient with the idea that the 
giver has shown good judgment. 

• If the advertiser isn't getting as much dealer support as his competitors, or 
point-of-sale support isn't what it might be, the bandwagon angle might be used to make the 
point that you're at a disadvantage when you don't play along with the leader. 



Spot tv and radio might as well face up to the fact that there isn't going to 
be any sharp change in their place on the national' advertiser's totem pole soon. 

In other words, they (plus the newspapers) will go on getting their business in spas- 
modic chunks. 

National advertisers, with few exceptions, have become wedded to the philosophy 
that 1) a product image can be adequately transmitted via network tv or color 
print, and 2) that for sales action in the event of special or seasonal promotions, 
deals, and whatnot they can turn to the other media for concentrated flights. 

Agencies will tell you that this zigzag course is no more healthy for their economic well- 
being than it is for the stations'. Putting one of these fast promotions into the works often 
means drastic readjustments of personnel assignments, jacking up the cost of op- 
eration, and thinning down the margin of profit. 



For other news coverage in this issue, see Newsmaker of the Week, page 10; 
Spot Buys, page 50; News and Idea Wrap-Up, page 58; Washington Week, page 61; SPONSOR 
Hears, page 64; Tv and Radio Newsmakers, page 78; and Film-Scope, page 62. 
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IT COMMUNICATES! 



It takes only one wave of a checkered flag to signal the winner as thousands of horsepower race down the 
straightaway. That's communication. And it takes only one word from WOOD-TV to send hundreds of thousands of 
WOODIanders racing straightaway to their stores. That's real communication. There's plenty of buying power, too 
in Western Michigan — where everybody is a WOODwatcher. Make your client a winner. Check Katz for details. 

WOOD-TV is first - morning, noon, night, Monday through Sunday February '59 ARB Srand Rapids, Michigan 
WOOD-AM is first - morning, noon, night, Monday through Sunday March '59 Pulse Grand Rapids - 5 county area 




WOOD 



AM 

TV 



WOODIand Center, 
Grand Rapids, Michigan 

WOOD-TV— NBC for Western and 
Central Michigan: Grand Rapids. 
Battle Creek, Kalamazoo, Muskegon 
and Lansing. WOOD-Radio — NBC. 




RUNAWAY SALES 
SUCCESS 
ALL ACROSS U.S.A.! 



N 
E 
W 
S 



ORTH 

Detroit, St. Louis, 
Cleveland, Ft. Wayne! 

AST 

Boston, New Haven, 
Albany, Portland! 



EST 

Los Angeles, Denver, 
Seattle, Salt Lake City! 



OUTH 

Atlanta, New Orleans, 
Miami, Richmond! 



Have your local ITC represen- 
tative give you the news of how 
BRAVE STALLION can in- 
crease audiences in your market. 




488 Madison Ave. -N.Y. 22 -PLaza 5-2100 
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by John E. McMillin 



I Commercial 
commentary 





More teeth for the tv code 

The recent news that 13 additional tv stations 
have had their TV Code Seals revoked for carry- 
ing Preparation H commercials may have been 
a bomb in the broadcasting husiness. But 1 
doubt if it created more than a limpid ripple 
among admen and the general public. 

This. I think, is too had. 

In turning thumbs down on advertising for 
Whitehall Pharmacal's hemorrhoid remedy, the inemhers of NAB's 
TV Code Committee acted with a courage and steadfastness all too 
rare among industry trade practice groups. 

They deserve applause, and I hope they get it. 

But the sad fact remains that few people have ever seen the Tv 
Code Seal on their home screens and fewer still understand what it is 
or means. Furthermore, I'll lay you ten to one that not more than a 
handful of agency or advertising men have ever bothered to read 
through the provisions of the TV Code. 

Actually it is a remarkable document. I don't envy anyone who is 
handed the job of drafting a code of fair practices for anything, 
especially any phase of the advertising business. 

It is almost an open invitation to he prissy, pompous and sancti- 
monious, or absurdly two-faced and weasling. And the NAB's TV 
Code doesn't wholly escape these common faults. 

There are places where it sounds a little like a lavender-scented 
spinster of perennially unchallenged virginity reading a bifocal lec- 
ture to a smutty-faced, teen-aged hoy. 

I strenuously ohject, for instance, to the anodyne statement that 
"religious programs should place emphasis on broad religious truths, 
excluding the presentation of controversial or partisan views not di- 
rectly or necessarily related to religion or morality." 

I seriousl) question whether the cause of religion, or of the Re- 
public, is hest served by such a safe, emasculated approach. 

Definite and positive provisions 

If. however, you can overlook these occasional lapses in taste and 
virility (they're almost an occupational disease among all code-draft- 
ing lawyers) you will find in the NAB's TV Code a wealth of posi- 
tive, definite, practical and courageously idealistic provisions. 

The Code is at its best, I feel, in defining those types of advertising 
which are not acceptable to Code subscribers (the three tv networks 
and more than half of all tv stations). 

I believe these provisions should be read and studied by every ad 
manager, account executive and media man who deals in tv. 

You will get some surprises, I think. 

Undoubtedly you realize that the advertising of hard liquor is 
verboten on tv. But did you know that 270 tv stations subscribing to 
the Code have voluntaril) agreed not to carry a wide variety of other 
t\ pes of copy? 
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Commercial commentary continued 



For instance, cm these stations you cannot advertise tip sheets, rare 
track publications, lotteries, fortune telling, astrology, palmistry or 
character reading. 

You cannot advertise institutions or enterprises which in their of- 
fers of instruction, imply promises of employment. 

You cannot I under a Code Interpretation dated 7 June 19.i6i ad- 
vertise hemorrhoid remedies, products used in connection with femi- 
nine hygiene, or other products which are "generally regarded as 
unsuitable conversational topics in mixed social groups. ' 

The Code forbids the use of "bait switch" advertising, the "pitch- 
man technique" in copy, and the portrayal of doctors, dentists, or 
nurses, except b) accredited members of these professions. 

Under the Code jou may not run contests based on chance rather 
than skill, or offer premiums which appeal to superstition on the 
basis of their "luck bearing" powers. 

Stations subscribing to the Code have spelled out for them in exact 
detail the amount of time which ma; be devoted to commercials in 
all types of programs from five to 120 minutes in length, with stricter 
limitations on "AA" and "A" time periods. 

There are a number of other Code provisions which deserve stud\ 
and respect. 

Why advertisers should support it 

I don't think, of course, that the TV Code is perfect as it now 
stands, and I doubt if you will when you read it. 

In certain areas it obviously does, not yet go far enough. Some of 
its provisions need to he amended, expanded or rephrased, as I am 
sure they will be. 

But taken as a whole, the NAB's TV Code does emerge as an in- 
telligent, honest effort b) honorable men to draw up a decetit set of 
ground rules for a turhlent young industry which has unique social 
responsibilities. 

It is a better code, better drawn, better accepted and better policed 
than any yet devised by such older, prouder media as magazines and 
newspapers. 

As such it deserves, 1 think, far more attention and support from 
agencies and advertisers than it has yet received. 

If advertising men are sincerely concerned about their industry's 
public image land I think the best of them are) then they should 
support the TV Code both in principle and in practice. 

Endorsements in principle can be made through the machinery of 
the ANA and the lA's, and I hope that these groups will work closely 
and sympathetically with the members of the NABs Code Committee 
in an effort to get more understanding and support for Code provi- 
sions. 

As to endorsements in practice, these are simple matters for even* 
agency and advertiser buy ing tv time. All that is needed is an in- 
sistence by managements, and by ad managers and time buyers, that 
all stations appearing on their spot tv lineups be TV Code subscribers. 

It is certainly in their best interests to do this. As Dou*» Smith, 
advertising and merchandising director of S. C. Johnson pointed out 
recently, "Tv is one of the greatest assets which we. the advertisers 
possess. We must be careful to respect, maintain and even cherish 
it.'' 

The support of a decent, honorable TV Code is one of the finest 
ways of cherishing the tv medium, atid insuring its future. & 
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Nearly ]/i of Oregon's 
buying families watch 

KVAL-TV 

KP1C-TV 



The only clear-picture in the 
Eugene - Springfield - Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 



KVAL-TV f«/gene 
NBC Affiliate Channel 



KPIC-TV Roseburg • Channel 4 



Satellite 




For 3 5 Years 
No. 1 in the 

Roanoke 

Market! 

WDBJ has been on the air In 
Roanoke, Virginia continuously 
since 1924. In every audience 
survey ever made in those 35 
years, WDBJ has always 
proved to be first in coverage 
and audience. 

Wo look forward to serving 
even better in the future our 
Ions' list of loyal national ad- 
vertisers who demand the best 
in radio promotion. 

Ray P. Jordan, 
V. P. Broadcasting- 
Times-World Corporation 



CBS RADIO 
Roanoke, Virginia 



AM • 960 Ke. • 5000 watt* 
FM • 94.9 Mc. • 14,000 watts 



PETERS, GRIFFIN, WOODWARD, 
Nsiimsl Rtfrtutltthn 



INC 




UK 

Formula 




Hooray For un-FoMu/a/ 

A "formula" radio station is definitely whot WBT ain't. 

WBT's programming is varied — creative — responsible. 

Popular, too. Pulse surveyed the 25 county Charlotte area 
( just a portion of WBT's Bosic Service Areo ) and found a 92 % 
WBT lead mornings, 69% afternoons and 123% at night.* 

Grob some WBT availabilities sa you'll have something to 
cheer about in the notion's 24th lorgest rodio market.** 
Call CBS Radio Spot Sales for details. 

Pulse 25 county oreo 1959 (Morch) 
A. C. Nielsen Co. 

WBT CHflPlPTTC 

REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES 
JEFFERSON STANDARD BROADCASTING COMPANY 



21 



49th and 
Madison 



Nat first-born 

I note with interest ) our ''Sponsor 
Speaks" item on ''Radio Says It's a 
Boy" in the 20 June issue of SPONSOR. 

That is a fine service KMOX ren- 
dered during the newspaper blackout, 
but in the light of \our statement 
'"As far as we know this is the first 
time that radio has taken over this 
bapp) chore of public service" — 1 
hasten to advise that for over 10 
years WIS has saluted the newest citi- 
zens of the area via the well estab- 
lished "Stork Call ' — presented every 
morning as a key segment of the WIS 
.Morning Show. Listener interest and 
response has been verv strong through 
the years. 

Oh yes. the sponsor likes this pub- 
lic service vehicle, too! 

W. Frank Harden 
man. dir., WIS 
Columbia, S. C. 

• SPONSOR also Ward frof. KL1 K. Jefferson 
C.in, Mo. ; \TTTA. Walrrtawll, Wk. : WSVA. 
UarrhonWg; KC1IA. Cliarle* Cilv. la.: W.DOG. 
St. Clair. Mich.; W ADS. Aw-onix. Conn.; Wf.TC, 
Crcrinillc, N. C; WJOL, Juliets ami WKMf, 
Roaring: Spring. Pa. We can only say we're 
slad we were w roiif: ami 111 at so many of you 
arc on hand to wclenme new listeners— and new 
SPONSOR readers. 

Local reps important, too! 

Your issue of 23 May contained a 
st,oi) about Minneapolis as one of the 
major advertising centers. 

Mention was made therein of the 
fact that no station reps maintained 
offices here. While we realize this re- 
ferred to national reps, we would like 
to clarify the picture by calling your 
attention to the existence of three rep 
firms in Minneapolis, of which ours 
has the largest station list. 

Minneapolis has indeed increased 
in advertising importance. TvB said 
two years ago, that S r t of all tele- 
vision expenditures came from Min- 
neapolis Agencies and clients. 

We're glad ) ou acknow ledged our 
market's importance, but please, don't 
again forget the fact that regional 
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WCTV 



Solves 
Another Problem 
for an Ad Manager 




Tom had tin* sales manager on 
his neck. 




Sales were too spotty; expen- 
sive in big markets, non- 
existent in-between. 



Blair TV Associates said why 
not fill in these gaps with cov- 
erage like that of WCTV? 




Substantially u nduplicated 
coverage brought quick re- 
sults, profitable sales. 




Tom even relaxe 
occasionally. 



WCTV 



Tallahassee 
Thomasvillc 



for North Fla. and South Ca. 

John II. rhipps 
Broadcasling Stations 



rep.- plav a most important pari in 
this market. 

Ham S. 1 1 veil 
liadio-Tv Station Reps. 
1/ imieupolis 

Good rodio copy 

I was e\tremcl\ pleased to see the 
article "Win Poor Copy Hobs Radio 
in the 16 \la> issue of si'OVsOR. 

Here at W'GMS we have found that 
good promotional copy Will reap rich 
rewards for a radio station as well as 
for its clients. We have noticed that 
this is particularly true when we pro- 
mole subscriptions to our monthly 
program guide. \ change in copy 
emphasizing a new feature of the 
guide never fails to bring a large 
spurt of subscriptions. 

A hard look at promotional copy 
should be of as much concern to a 
radio station which .-ells air time a» 
to sponsor- selling Huicks. Ileu-Gav 
or Borden's Instant Coffee. 

Sol Hnrwiiz 

dir. of prom.. fl CMS 

If asltinglofi, D. C. 



Thonks for the write-up 

I was quite impressed with the arti- 
cle. "How 'David" fought Lestoil 
"Goliath" with Tv " in your 30 Mav 
issue of s?o\-oi{ magazine. Our ad- 
vertising agency is a subscriber to 
your magazine and thev brought the 
article to my attention. I am sure 
that this national publicity will be 
of great value in helping us to keep 
moving ahead with this great product 
of ours. 

Fred B. Spinnev 

distributor 

If", "si field. Mans. 



Music, moestro . . . 

We. at Good Mu.-ic Broadcasters, 
would peisonallv like to take this op- 
portunity to thank the editorial staff 
of spoNs'OK. for the excellent article 
that wa.- featured in the 13 June is- 
sue. "A new head of steam for fin.' 

We are the oldest classical music 
representative in the radio business: 
and we feel that your article on fm 
and quahlv audiences without any 
doubt did the "good music concept 
justice. 

Herbert IC. Groskin 
/iff/7 sales mgr. 

Good Music Broadcasters hie. 
Sew York 



KBOX 

the 

thing in the DALLAS 
MARKET- from 9th Place 
to 2nd Place in ONLY 



9 months 




1st station in Dallas * ilfl 
2nd KBOX May-June 1959* 

3rd KBOX May 
4th KBOX April 

5th KBOX February 
6th KBOX January 
7th KBOX December 
8th KBOX October 
9th KBOX August 1958 



•Moy-June Hooper, 1959 




BUY Rodio when you buy medio BUY Bolobon 
when you buy rodio BUY KBOX when you 
buy Dollos ond you BUY the people who BUY 

THE BALABAN STATIONS 

in tempo with the times 

W1L KBOX WRIT 

St. Louis Dollos Milwoukee 

JOHN F. BOX, Jr., Monoging Director 
EDWARD T. HUNT, Gonorol Mgr. 

Said Nationally by 
Robert E. Eastman £ Co., Inc. 
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Channel 3 is First By All Surveys I 



Here are the latest Memphis Surveys, showing leads in 
competitively-rated quarter hours, sign-on to sign-off, 
Sunday thru Saturday: 

A.R.B. Pulse Nielsen 



WRKO-TY 
Sta. H 
Sta. G 



Apr. 17-May 14, '59 
(Metro Area) 

250 

80 

68 



Feb. '59 
Metro Area) 

251 

109 
19 



Mar. -Apr. 1951 
(Station Area) 

263 



33 



No wonder in Memphis 
they say "There's more 
to see on Channel 3." 
WREC-TV's combina- 
tion of the finest local 
programming and the 
great shows of the CBS 
"Television network de- 
liver the greatest au- 
dience in the Mid-South 
area. See your Katz man 
soon. 



WREC-TV 

Channel 3 Memphis 

Represented Nationally by the Katz Agency 




26 



sponsor • 4 JULY 1959 



^ SPONSOR 

4 JULY 1959 





MERLE JONES, p res _. CBS Tv Stations, tells sponsors and agencies CBS affili- 
ates beat out other network and independent competition in impact, popularity tt ith visit ers 



CBS tv research brews up a storm 



^ CBS o&o study claims that net-affiliated tv outlets 
have better station image, more commercial effectiveness 

^ Spokesmen for tv indies dispute findings, tactics 
of New York-Los Angeles qaalitative audience study 



piece of solemn motivational re- 
search, introduced by CBS and shown 
this week to agencies and advertisers 
all over the country, has exploded like 
an unwanted hydrogen bomb, and 
provoked loud indignant protests as 
fragments began to hit the other net- 
works and — most particularly — the 
independent non-affiliated tv stations. 

Why? Because a two-market study 
conducted in New York and Los 



Angeles bj the Institute for Motiva- 
tional Research. Inc. (headed In Dr. 
Ernest Dichter) and .Market Plan- 
ning Corp. (a McCaim-Erickson affili- 
ate) contends that net affiliated sta- 
tions ha\e it all over the indies in 
creating a station image and in es- 
tablishing a product ive commercial 
climate and that CBS o&o stations 
and affiliates heat ABC and NBC 
affiliates hands down in doing the 



same job in identification. 

The stud\. commissioned b\ the 
CBS Television Stations division, has 
drawn cross fire from the indepen- 
dent*. But the other networks, who 
reap some partial rewards from the 
qualitative >urve\. continue at this 
point aloof . . . and silent. At spon- 
soh's presstinie neither \BC nor NBC 
had ain official or unofficial com- 
ment to make about the CBS findings. 

1 he skirmish began last week when 
Merle Jones, president of the stations 
division, and his executive staff 
kicked off the slide presentation in 
.\ ew ^ oik. 

Their conclusions: 

• I T it til now. no one knew for sine 
whether each t\ station had its own 
unique personality . The new ~tin'' 
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establishes this fact. providing what 
Mr. Jones calls a "breakthrough" in 
tv research. 

• Viewers, in differentiating 
among stations, develop images and 
tend to respond more favorably to 
commercials and clients who are rep- 
resented b\ the favored image station. 

• The favored station in the two 
test cities was the CBS o&o outlet, in 
each case channel 2, by a wide mar- 
gin, competing against ARC and NBC 
o&o's on channels 4 and 7 respectively 
in both \e\v York and Los Angeles, 
and against three independent or 
non-affiliated stations in each city. 

The logical progression, as CBS 
puts it : Viewers associate CBS-owned 
tv stations with authority, prestige 
and confidence. The viewer looks to 
these stations for important and well- 
balanced programing. Therefore the 
audience pa\s stricter attention to 
CBS-owned tv stations commercials 
anticipating quality product adver- 
tisements. The sponors thus receive 
maximum attention and response. 

How is the industry reacting to 
these assertions? 

Typical of the agency point of view 
is the reaction of Peter M. Bardach. 
senior media buyer at Foote, Cone & 
Belding. New York, who commends 
CBS for performing "this genuine 
sen ice to the industry." But he sees 
"no significant effect on advertising 
planning' as a result. 

"In general, the conclusions reaf- 
firm what the agency has always 
thought — there is a certain magic 
something about network call letters." 

"But media decisions." says Mr. 
Bardach. "will continue to be based 
more on the efficiency of a specific 
tv opportunity." 

For the study, eight qualitative 
questions were asked in personal in- 
terviews with 1.200 persons in New 
York and Los Angeles. Here are the 
word-for-word queries and the re- 
sponses. 

A. The respondent is handed a 
picture of a family watching tv. 

"These people are talking about tv 
programs and t\ stations. ^ ou bap- 
pen to pass by and overhear some of 
their comment.*. I'd like You to guess, 
from reading each comment, what t\ 
channel the\ are referring to. Which 




CLARK GEORGE, v.p.-genl. mgr., KNXT, 
L.A., helped preview Station Image Study 



• STATION PERSONALITY. For the first lime, it's proved a 
tv station has a personality. The stronger and better personality is that 
oj a net affiliate, particularly a CBS outlet. More than half the viewers 
surveyed gave the nod to the CBS station as favorite source oj shows 



• IMAGE EFFECT. The station image or personality has a pro- 
found effect on an advertiser's campaign. Sponsors enjoy a better cli- 
mate for commercial response on a net affiliated station, particularly 
with CBS outlet, than with indie. Indies inspire far less confidence 



• COMMERCIAL QUALITY. A company slipping in sales, des- 
perately trying to regain its position by loud, big promises, is most likely 
to advertise on an indie. But one which advertises an excellent product 
and has a reputation for honesty, reliability, is most likely to be on CBS 



• PROJECTIVE TESTS. Six qualitative questions are answered 
in the CBS report. More Than Meets the Eye, giving the image of a tv 
station in the eyes of community it serves. This intangible factor docu- 
ments what buyers have long sensed but could never definitely prove 



• SURVEY MARKETS. Personal surveys were conducted among 
1,200 viewers in Los Angeles and New York where conditions are ideal 
and identical for the toughest possible test. In each market eac/i of the 
three nets on us a station and competes with four non-net independents 
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NON-NET 
KTTV 




JOHN R. VRBA, v.p. for sales. KTTV, 
L.A., gives indie view of the CBS claims 



• STATION PERSONALITY. // station has a trade personality 
but not a consumer one. There's no channel loyalty, or ice wouldn't 
have such dial-switching. KTTV surveys show consistently that be- 
tween 10' i and 50% of the viewers never know channel or call letters 



• IMAGE EFFECT. Only two factors affect an advertiser's mes- 
sage: the show which attracts the viewer to begin with and the content 
oj his commercial. The type of audience for any station in a market is 
about the same. Advertisers want favorable cost, hig reach and sales 



• COMMERCIAL QUALITY. The same national and regional ad- 
vertisers use both net and indie stations, and their commercials are the 
same. Many indies have standards of acceptance as high or higher than 
net affiliates: another reason we resent all indies being lumped together 



• PROJECTIVE TESTS. The generalized results are too all- 
inclusive and should be broken down. And the independents are lumped 
together in a group though they are very different. The questions are 
leading ones, phrased to allow viewer to give widest possible answer 



• SURVEY MARKETS. New York and Los Angeles are far from 
identical, except superficially. CBS in L.A. gets an over-all audience 
share oj 28% to 30%, in New York from 35' , to 40 r '< . Yet in other 
markets CHS gets far rougher competition from indies and other nets 



channel are the) most likely talking 
about?" 

1. "They have more worthwhile 
programs which I really look forward 
to, and watch with interest.'' 

Channel 2. 52", : channel i. 2W, ; 
channel 7. !!'< : all other?: combined, 

12';. 

2. ''They seem to have more pro- 
grains that the whole family can en- 
joy together." 

Channel 2. 1!!',' ; channel I. 27' /( : 
channel 7, IV ',; all other?. 11 ' ', . 

3. "/ have seen their programs 
when someone else in the house turns 
them on- I only half-watch them. 
They don't hold my interest." 

Channel 2, 4','.' channel i. V ', : 
channel 7. l'!'< ; all other*. 7.V , . 

4. "/ have a feeling of greater 
confidence, more trust in the products 
1 see advertised on that station.'' 

Channel 2, 33',' : channel 1. : 
channel 7. 9't : all others. !!',. 

B. "TlnV famih i> watching l\. 
A commercial has just appeared on 
the screen, members of the family 
arc commenting." 

5. Father: ''That is a fine product, 
made by a r eliable company ." 

Mother: "I'd like to try it next 
time." 



*'\\ hat channel are 



atch- 



mg 

Channel 2. $]', : channel I. 31 ' , : 
channel 7. !>',' : all others. 1(1',. 

C. ''Suppose \ on read the follow- 
ing comments in the tehn tskm re- 
view column of jour local newspaper. 
Which channel would \ou guess was 
the most likely being referred to?" 

f>. "The people at that channel 
seem to understand best the average 
American family's desire for a bal- 
anced variety of programs — for each 
individual in the family, and for all 
of our different moods ^from fun 
and entertainment to news and infor- 
mation." 

Channel 2. 52' ,' : channel 4. 2VT", ; 
channel 7. 10',' : all others. 10',. 

I). "The following are descrip- 
tions of various companies that ad- 
vertise on tv. 1 want \uu to gue>?. 
from the description, the tv station 
on w hich \ on are most likeh to see 
their advertising." 

(I'lease turn to page 53 i 
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100$, is evenly spread in both urban 
and rural areas. To an industry such 
as cigarettes with an estimated mar- 
ket of 60 million persons, this is im- 
portant. 

• Flexibility. Spot radio offers the 
opportunity to pick markets in line 
with marketing strategies. In the 
cigarette business this is vital since 
the last 10 years has seen it grow 
more complex than ever through the 
introduction of king-size and filter 
tips. There are areas where filters 
dominate the share of market and 
others where regulars outsell. The 
cigarette marketing man can follow 



DUKES OF KENT: At Robert Swanson Productions in N.Y., Bud MacKenzie, Bob Swanson, 
Bernie Knee and Jack Keller rehearse new Diet Adler radio commercial for Kent Cigarettes. A 
pop dislc with vocals by Pat Suzuki on Phipp's label came out simultaneous with radio campaign 



RADIO FARES 



Where there is smoke 
there's sure to be radio 

^ Top five in $4 billion cigarette industry invested 
$4 million in spot radio during first quarter of 1959 

^ There are many reasons: flexibility, circulation and 
impact. Biggest reason is they cannot afford not to 



COMPANY 



I 



t came to light this week when 
Radio Advertising Bureau released 
its list of spot radio's top 20 clients 
during the first quarter of 1959. 

Three of the top five customers are 
cigarette accounts. 

Five of the top 10 spenders are 
cigarettes. 

A cigarette advertiser is at the very 
head of the list. — Liggett & Myers. 

In third position, after Thomas 
Leeming and ahead of Ford, is R. J. 
Re\ nolds Tobacco Co. Fifth and 
sixth top ranking users of spot radio 
time are P. Lorillard and American 
Tobacco respectively. Philip Morris 
is No. 10. 

These five manufacturers of cigar- 
ettes accounted for an estimated $ 1 



million investment in spot radio ad- 
vertising between 1 January and 31 
March. 

By product category in RAB's 
''Top 20," tobaccos ranked second, 
topped only by drugs, traditionally 
heavy spenders during the season of 
colds and virus. 

At the same time, network radio 
has been getting a healthy play from 
at least three of the cigarette titans. 

What is behind this cigarette-radio 
romance ? 

"Radio has been important to cig- 
arettes for a long time," a tobacco 
client executive told sponsor. The 
reasons are obvious: 

• Circulation at low cost. Radio 
saturation of U.S. homes is close to 



AMERICAN TOBACCO 



LIGGETT & MYERS 



P. LORILLARD 



R, J. REYNOLDS 



PHILIP MORRIS 



BROWN & WILLIAMSON 



Source. *RAB data. net. **TvB data, gro| 
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these sales; trends with radio, can also 
use the medium in testing: new 
brands. (Some of Philip Morris' first 
quarter spot radio investment of close 
to $ 100,000. for example, is going to 
West Coast radio stations in a test of 
Mayficld, a new filter-menthol cigar- 
ette). 

• Atmosphere. The appeal of ra- 
dio and the appeal of cigarettes have 
much in common — relaxation and en- 
joyment. Psychologically, the me- 
dium and the product advertised are 
a happy mating. 

• Brand loyalty. Radio research 
has pretty well established the medi- 



um as a direct pipeline to the teen- 
agers. Since the) will lie tomorrow s 
smokers (if they're not ahead) smok- 
ing), radio affords the cigarette com- 
panies a chance to get in earl) and 
establish long-lasting brand prefer- 
ences. 

• Special uses: Some cigarette 
manufacturers have found special 
uses for spot radio to improve pub- 
lie relations. A good example of this 
is Philip Morris which sponsors 
mail)' sports events and public service 
programs on radio stations in the vi- 
cinity of its Richmond, Va.. plant. 
This fall, through the whole south- 



ern tobacco-growing area, Philip 
Morris will sponsor on spot radio the 
football games of the Washington 
Kcdskins. 

While all the foregoing are part 
of the strategy behind tobacco's hea\ \ 
buying of radio time, there is a -in- 
gle, simple reason which perhaps 
dominates all others: In the continu- 
ing fight for sales, no major cigar- 
ette can afford not to use radio. The 
stakes in this SI billion annual busi- 
ness are too big to risk the gamble. 

Cigarettes share the same problems 
as many low-cost, package goods. 
(Please turn to page 71) 
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WELL IN THE TOP CIGARETTE ADVERTISING BUDGETS 



BRANDS 



(by ranlc in 
radio spending) 


AGENCIES 


FIRST QUARTER 1959 
SPOT RADIO 4 SPOT TV" 


TOTAL 

SPOT RADIO* 


1958 

SPOT TV 9a 


Pall Mall 
Herbert Tareyton 
Lucky Strike 
Hit Parade 


SSC&B 

GU.MBINNEK 

BBDO 

UBDO 


§596,792 


,ff)Ht,:iti« 


S4.600.000 


.t;i,ois,i.")(i 


L&M 

Chesterfield 
Oasis 


DFS 

Mc-E 

Mc-E 


1,440,221 


987.71)0 


2.700.000 


i.so.").s:!o 


Kent 

Old Golds 
Newport 


UN 
UN 
UN 


650,973 


1.3.12,7111) 


1.200.000 


(1.717.430 


Camel 

Winston 

Salem 


ESTY 
ESTV 
ESTY 


898.063 


(i:K!.iilH) 


4.700.000 


2,434,2«<) 


Philip Morris 
Parliament 
ilayfield 
Marlboro 


BURNETT 
B&B 

BURNETT 
BURNETT 


394.335 


1.280.00(1 


radio 
figures 


-i.00ti.710 


I'iceroy 

Kool 

Raleigh 


BATES 
BATES 
KM&J 


10.754 


2.278,700 


No nidi ci 
figures 


o.4i:;."):!o 
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New price laws bring 
change in auto pitch 





OLD AD APPROACH featured price concessions and gimmicks Ladd Ford's Gil Hile (I) 
and John Carlini are cutting down on these to emphasize budget-type pitch shown opposite page 



^ Windshield price posting required by law takes zing 
out of traditional price pitch for most car dealers 

*r So, many dealers, like Ladd Ford in Los Angeles, are 
switching to budget plan selling, most effective on tv 



I he Sunday punch in car dealer 
copy, of course, has always been 
price. Any copy strategist could tell 
an inviting comparison story, shifting 
into high or low at will. But a gov- 
ernment ruling has put a kink in that 
time-honored approach. 

These days, anyone contemplating 
purchase of a new car is well aware 
that the law requires posting of prices 
on the windshield, and it's no easy 
job to whip him into a storm of en- 
thusiasm over what he knows is a 
foregone conclusion. 

The result is that enterprising car 
dealers are going in for advertising 
copy that reads more like a refresher 
course in high school math than the 
sort of hoopla that once engaged the 
customer. An example is the young 
man in the picture at left who gives a 
veritable course of instruction on 
family budgeting during his 60 and 
90 minutes on camera, complete with 
chalk, blackboard and equations that 
even have vague earmarks of chemi- 
cal formulas. 

Gil Hile is co-manager with John 
Carlini of Ladd Ford in Venice, a Los 
Angeles suburb. Both are fresh ex- 
amples of the budding crop of tv 
"profs." Their boss put them on tv 
for the first time last October. San- 
ford Ladd went into television to do 
what he could no longer do in print 
advertising: make a primer on bud- 
get plans understandable, appetizing 
and convincing. 

Ladd knew that the customary path 
of interruptions in vintage movies 
weren't going to do the entire job for 
.him, though this sort of buy did 
prove to deliver the weekend impact 
he needed in terms of impulse, com- 
mercial length and frequency. To 
compound these advantages, he went 
for full sponsorship of a weekend 
movie on KTLA. Los Angeles, in Oc- 
tober, adding another one on KTTV 
in December. 

During the week, however, he 
needed some attractive window dress- 
ing for his budgeting chalk talks. 
Adult, family appeal was another 
quality he was looking for in his 
weekday buy. 



,2 
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Solution: an across-the-board 
night lime l\ program called Lei's 
Dance on KABC-TV wliicli involved 
a running dance contest complete 
with well-known personality (Al Jar- 
vis) and judging panel featuring 
some entertainment names. 

He began with three 60-second par- 
ticipations per week in November. 
As the commercials took hold — and 
Hile and Carlini became at home 
with the chalk — he upped the buy to 
five nights land seven eommereials) 
per week at a cost of $3,000 a month 
— just equal to what he was spending 
for bis weekend movies. 

A typical l.add commercial con- 
tains basically three elements: 

• Plain business facts. Because the 
facts were impressive. Ladd eopy got 



into figures right off the bat: "In just 
2 1 o short months Ladd Ford has 
jumped from last place to 5th in sale:-, 
an increase of more than 500' < . . .'" 

• The familiar strains. As \ iew- 
ers came to know what to expect in a 
Ladd commercial. Ladd found that 
he could eliminate most of the cus- 
tomary trimmings. After glancing 
off a few of the stand-bys ("No mat- 
ter how you figure it — price, trade al- 
lowance, down payment, terms — Ladd 
Ford is giving the absolute best 
deal' I. copy gets down to business: 

• The chalk talk. "One reason for 
our tremendous increase in \ olume is 
the Ladd Ford family Budget Plan 
of Financing. Over 12 different plans 
- — each one designed to solve a dif- 
ferent type of problem, (pan to 



ISLu kliOVIU) i Let me give \on jn-t 
one specific example of hou ea-\ 
it is to own a new Ford at Ladd 
1" ord in \ enice. ... 

• H tnditp. After the chalk talk. 
cop\ wind.- up with slogan ("Ladd 
prices are low prices'" I, add re— -lide. 
hour-. I 10 p.m. e\er\ night, including 
Sunda\ s I . 

That's the strategy. Has it worked? 
"There can be no doubt about the re- 
sults of the television campaign, ' 
Ladd sa\s. '"In July. 19551 before the 
uwt> of tv we .-old a total of 31 car-. 
In January. 1950 we sold 1 13. The 
difference between theft? figures rep- 
resents a gross profit of S35.000. \nd 
the percentage of car sales due to the 
Jan is program is at leaM 10 r i of 
our total sales." ^ 



CHALK TALK is new copy technique aimed at capturing viewer once lured by price hoopla. Here, Hile guides viewer through one of 12 
"family budget plans" which are meat of new copy formula. Classroom-lilce atmosphere of commercials requires tv vehicle with plenty of splash 



Look! franks with an image — thanks 



^ Peet Packing Co. wanted 'national' image to make 
gains over national, regional competition in Michigan 

& Network personality used in local strips won firm 
56% identification as national brand, 44% sales hike 



N SAGINAW, MICH, 
ational brand competition is an 
ever-present thorn in the side of a 
regional advertiser. One way of 
countering the problem is to become 
intensely local in your approach, 
trading on loyalties and tastes. The 
other is to become, as far as the 
consumer can discern, "national." 

The Peet Packing Co. and its 
agency. Parker Advertising, both felt 
that the competitive picture in Michi- 
gan didn't leave a meat packer much 
choice over which way to swing. 



"Michigan is subject to all the na- 
tional competition.'' says agency 
president Jack Parker, "plus about 
six other regional packers." 

While Peet claims sales leadership 
over the regional competition, it 
decided the way to increase its lead 
and inch up on the big boys was to 
acquire a "national" look. Its adver- 
tising pattern up to four years ago 
had been sufficiently sporadic to per- 
mit such a revamping, but the big 
question was a monetary one. 

In 1954 and through most of '55, 



Peet had bean using minute radio 
spots and, for holiday and special 
pushes, I.D.'s on television. Obvi- 
ously, a budget tailored to this cover- 
age would be hard put to creating a 
Swift or Armour in anyone's mind 
overnight. 

And yet this is virtually what Peet 
has done in Michigan. The primary 
ingredients: 

• A personality borrowed from 
network radio. 

• A "network"' of radio stations 
with the utmost in local flexibility. 

The borrowed network figure: Ted 
Malone, whose long stint as an ABC 
personality makes his name a famil- 
iar, national one. Parker knew 
Malone from the war years when 
they both served as overseas cor- 
respondents for ABC. 

The "network" was less than half 
its present size when Parker bought 



NETWORK PERSONALITY (Ted Malone) gives national flavor to Michigan meat packer but merchandising is local. Here, he visits Pee? 




Wa 



to radio 



daily five-minute strips on nine Mich- 
igan stations. He filled them with a 
show taped and produced by Malone 
in New York for exclusive use in the 
Peet Michigan markets. Malone de- 
livered and integrated Peet commer- 
cials into the show, which began its 
39-week test in November. 1955. 

The long-range character of the 
experiment grew out of Parker's own 
philosophy that "a program cannot 
build any kind of an audience in a 
limited time. A minimum of 26 
weeks is required." Parker feels, "for 
a valid testing of a show's potential. 
It has to catch on and build audi- 
ence loyalty. 

"We bought between the hours of 
7 and 9 a.m. in each market," Parker 
explains. "Our preference was for 
7:55 and 8:55 a.m. time slots. Our 
prime target: the housewife and the 
commuter." 

This pattern still applies, though 
the number of markets has increased 
to 20 and stations are bought on a 
firm 52-week basis. As markets were 
added, the Malone show became the 
framework around which the com- 
pany's entire advertising was built 
and merchandised. 

Here is how the show is integrated 
with other advertising: 

• Newspapers. One full page ROP 
on the first Wednesday of each 
month in nine Michigan dailies. 
Malone is often featured in the ads, 
and a good portion of each one is 
devoted to a generous plug for the 
show. 

• Trade papers. One ad per month 
appears in two Michigan food trade 
journals: Grocer's Spotlight and 
Michigan Food News. These trade 
ads merchandise the daily radio show 
as well as the monthly newspaper ad. 

• House organ. A monthly feature 
under Malone's hyline appears in 
Farmer Peet's Almanac, which goes 
to 6,000 dealers and employees 
throughout the state. 

"But Ted himself is probably the 
most important merchandising vehi- 
cle for Peet products," says Parker. 
"Several times each year he visits 
Michigan for personal appearances." 

"So integrated has Malone become 
in Michigan life," says Parker, "that 
{Please turn to page 73) 




LOCAL RADIO/TV SELLS 
PREFABRICATED HOUSES 



^Coordinated television and radio 
programs using local personalities 
proved effective recently in drawing 
large crowds to see an exhihit of pre- 
fabricated homes in Birmingham, 
Alabama. 

WAPI-TV and WAP1 radio. Bir- 
mingham, had approached The Home 
Insulation Co. with regard to a cam- 
paign for their LF1 prefabricated 
houses. The air media promotion 
was part of a nation-wide campaign 
for Good Housekeeping-Kingsherry 
homes. 

Vincent Mazzara, the local LFI 
dealer, asked Everett Holle of WAPI- 
TV to produce two 30-ininute tv 
shows and several five-minute radio 
programs. Mr. Holle. a well known 
local tv personality, also starred in all 
of the shows. Another star in the 
programs was Bette Lee, also well- 
known to local radio listeners. 

The station filmed much location 
footage of the homes and their fur- 
nishings for the tv shows. On radio, 
a conversational tone was used to 
provide detailed information on the 
prefabricated units. 

The result of the simultaneous; tv 
radio program campaign was three 
weeks of high attendance at the ex- 
hibits. On the first Sunda\ afternoon 
of showing. 3.000 attended, despite 



stormy weather and competition from 
other attractions such as a local eon- 
cert and another promotion going on 
in behalf of the station itself. 

Man)' national brands whose prod- 
ucts were used in the homes cooper- 
ated in the exhibits. These brands 
include Drexel. Bigelow. Frigidaire. 
Sherwin-Williams. GE Weathcrtou. 

The best route to the exhibit was 
demonstrated to the public on tv with 
films of Miss Lee and Holle driving 
through the count n side, pointing out 
landmarks and road signs on the wax . 

The two tv personalities also ap- 
peared in live studio sequences dur- 
ing the actual broadcasts, injecting 
humor and vitalih into the presenta- 
tions, and providing over-all continu- 
ity to tie the filmed scenes together. 

Another feature of the t\ presenta- 
tions were a series of concise inter- 
views with construction and furnish- 
ing experts. The radio shows were 
written by Susan Fritz of the \V-\1'I 
staff. 

While in an) exhibit of homes the 
ratio of actual buyers among tliose 
attending is uecessarih low. both the 
local LFI dealer and station execu- 
tives were well satisfied with the turn- 
out and enthusiasm produced In ihU 
two-wa\ air media program promo- 
tion. 
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WHY THE 'QUIZ-PANEL 




TO TELL THE TRUTH (above) along with I've Gaf o Secret, Whai's My Line, Keep Talking, Masquerade Party, were 19S8-S9 "qu!i panels" 



^ Last fall's quiz show scandals didn't affect such 
panel programs as What's My Line, I've Got a Secret 

^ Here's why shows in panel category have enviahle 
records for long life, big audiences and low costs 



i tli all the furor over the pleth- 
ora of Westerns on net tr. and the 
current rage for specials which will 
place at least 150 of these high- 
budget, one-shot programs on the air 
next season ( at an average talent cost 
of $250,000 per show) it is all too 



easy to forget or overlook certain 
more modest, less publicized program 
types which have an amazingly solid 
track record. 

One of the most interesting of 
these is a specialized category of 
shows which Nielsen labels "quiz- 



.panel" programs (they are not "quiz- 
giveaways" nor, in the strict sense of 
the word, are they "audience partici- 
pations") . 

This past year there were five quiz- 
panels on the tv networks — I've Got a 
Secret, What's My Line, Masquer- 
ade Party. To Tell the Truth, and 
Keep Talking — and the more you dig 
into the performance of such shows, 
the more apt you are to be impressed 
by their longevity, ratings, modest 
talent budgets, and attractive costs 
per thousands. 

Many are extremely hardy peren- 
nials. What's My Line has heen on 
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SHOWS ARE TV STABLES 



the air since 1950. I've Got a Secret 
since 1953, To Tell the Truth since 
1957, and all three have heen re- 
newed for 1959-60. 

Their talent budgets are among the 
lowest in net I v. Compared to an 
average talent cost per half hour pro- 
gram of S38,000. SPONSOR estimates 
these prices for the quiz-panels: 
What's My Line . ..§32.000 
I've Got a' Secret 27.000 

To Tell the Truth 22.000 

Masquerade Partv .... 18.000 

Keep Talking 18.000 

Their ratings are. in most cases, 
satisfactorily high. The quiz scan- 
dals which last fall scuttled such old 
standhys as $64,000 Question, Twen- 
ey One and $64,000 Challenge, had 
little if any effect on quiz-panel popu- 
larity. Nielsen reports that the five 
shows as a group rated within 10% 
of the average of all nighttime half 
hours, and other rating services have 
frequently placed What's My Line 
and I've Cot a Secret among the top 
10. during the past season. 

What are the secrets of quiz-panel 
success? What does it take to pro- 
duce a good show of this tvpe? Wh\ 
aren't there more of them on the air? 



Are agencies and advertisers missing 
a bet? 

In exploring the answers to these 
questions, you'll find yourself almost 
ine\ itahh on the 30tli lloor of New 
York's Seagram Building, in the 
plush offices of Goodson-Todnian, the 
production firm which has a near 
monopolistic control of quiz-panel 
business. 

The top three quiz-panel programs 
— "Line." "Secret"' and "Truth" are 
all G-T produced. Mark Goodson 
and Rill Todnian are also responsible 
for Beat the Clock, I' rice Is Right 
and the Rebel fa new film show 
schednled for fall I hut their unique 
masterx of quiz-panels is one of the 
real phenomena of net t\ program- 
ing. 

According to Gil Fates, execnthe 
producer for all three G-T quiz- 
panels, the popularity of these shows 
can he traced to man) things —real- 
ism, immediac). ad-libbed humor, 
game appeal, the charm of the unex- 
pected, and the personalities of the 
panel members and such m.c.'s as John 
Dah. Rud Collier, and Gam Moore. 

But both Fates and II. M. I Bud I 
Austin. G-T v. p. for sales, insist that 



QUIZ-PANEL BOX SCORE 






Started 


Talent Cost (1) 


Rating (2) 


What's My Line 


1.950 


$32,000 


20.3 


I've Got a Secret 


1 S15IS 


27.000 


30.0 


To Tell the Truth 


1957 


22.000 


22.8 


Masquerade Party 


< 3 > 1955 


18.01)0 


14.8 


Keep Talking 


1959 


18.000 


7.9 


1 1 ) Talent Costs are 


sro\so[t-es/imi7/cr/. 


12) Aierafie audience jrom .second 


March 1959 Nielsen 


report. < 3) Xot 


on netnorl. during 1957 


r>8 season. 



Mr 




ONLY 20<7c OF SUCCESS of a "qui* pan- 
el" show lite /'re Go* a Secret (above) is 
due to program idea, say Goodson-Todman 



the most important factors in build- 
ing a successful quiz-panel are pro- 
duction care, experience, and saw), 

"Less than 20' < of a quiz-panel's 
success is due to the original program 
idea, says Austin, "and that's where 
mam agencies, advertisers, networks, 
and other packagers have stubln-d 
their toes in the past." 

"\ ou can't take a bright idea, slap 
it on the air. and expect to produce 
it with j our left hand. That - how 
Hops are horn. " 

I I'lcase turn to jtage 701 
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LET'S GROW COLD TOGETHER 

Ted Smith of Adam Young Inc., a veteran spot radio salesman knoicn to agencies for 
his ivit, British accent and flowering moustache, has composed these versified senti- 
ments about conditions and problems in his favorite advertising medium. 

BY TED SMITH 



Let's not be beastly to each otber 
Radio floes not deserve this fate 
Though reverses we have suffered 
We've been pilloried and buffered 
(Unlike aspirin — we won't disintegrate) 



Let's not be party to a feud, boys. 

There are other enemies outside the door 

There is Teevee. and there's print 

And RAB gives 11s a hint — 

That there's many, many, many, many more 



Let us gird ouselves together, for the fight, then 

Choose our weapons just as shrewdly as our mounts 

Of these weapons, sharp and hlunt 

Keep our memories Right Up Front 

( 'Cause as Ekberg says, it's what's up front that counts) 



Let's REMEMBER to attack the billboard lovers 
With some wisely chosen, snide, sarcastic words 
Tell 'em billboards are the tops 
For concealing cycle cops 

And as targets for the large dive bombing birds 



Let's REMEMBER to annihilate sky writing 
Say that though we hate to slander the deceased — 
It is really not a joke 
This is money, up in smoke 

\nd in March winds, it's the most, to say the least 



Let's REMEMBER we must slaughter 

matchbook covers 
Tell them only to approach them with much presage 
Say the only man we know 
Who with memory did show- 
Blew his hand in flames — and thus, he got the message 



Let's REMEMBER we must deprecate direct mail 
Say that half the mailings, really, are not seen 



Tell them, though they're for-mi-darble 

They are also ex-pen-darble 

And they end up. mostly, right in file thirteen 



Let's REMEMBER we must maim the printed dailies 

Say the use of hypo's just a wee bit late 

And the patient needs no pills 

Just the reading of the wills 

All that's needed to dispose of "Fourth Estate" 



Let's REMEMBER to be modest, when we win, boys 

We'll be bashful, we'll be shy, and better yet 

We will think it's aught but funny 

As we visualize the money 

And, above all, we'll remember to FORGET 



We'll FORGET that radio's strength is truly local 

Local news, and local personality 

In forgetting, seal our fate 

By a straight capitulate 

To the big boys, CBS. and NBC 

We'll FORGET we still have yet to fight the Networks 
We'll negate Spot Radio's flexibility 
We will sigh a long sad sigh 
As we prepare ourselves to die 
Facing network radio's hex-ability 



We'll FORGET it's local radio that moves millions 
Makes the sales that make a strong economy 
When the Networks cry "We're cheaper" 
We will how before the reaper 

As we die, we'll say 'You're right, oh yes, dear me! 



We'll FORGET the pain as network radio strikes us 
We will take it all in dumb stupidity 
As the shades of night fall darker 
We will contemplate the marker 

"On this spot's the spot SPOT RADIO used to be!" 



i In m i 
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TV BASICS^JULY 

Do web shows really mirror tastes? 



^ Generally they do, says Nielsen study comparing 
viewing habits by program type with network schedules 



Wth fall network tv plans alxnit 
90% firm, the ever-present question 
is now in order: 

How accuralel) will network sched- 
ules reflect public taste? 

It will be some time, of course, 
until the answers come in but an in- 
teresting study of how well the wehs 



have done in the pa*t has been put 
together for sponsor bj [he A. C. 
Nielsen Co. I see chart below). 

The sludv compares. o\ er a period 
of four seasons. I 1 I the percentage 
of the nighttime schedule devoted to 
various program tvpes \ s. (2) ihe 
share of total viewing time viewers 



de\<>[e to [liese same show 15 pes. 

The stud} reveals the network* 
come prelh elo>e to mirroring mas* 
tastes — but not alwa\>. 

The differences between share-of- 
scliedule and sliare-of-view iiig-lime for 
different show hpes are due to a 
\ariel\ of causes. Among the 1110*1 
important are: 1 1 I [here can he a big 
range in ratings among shows in one 
categon : (2i some categories can 
do well because the \ariou> shows 
are placed in belter time periods. ^ 



' in 11 1 1 1 " , ' 1 ; 

How network schedules compare with viewing time devoted to show types 

Nighttime network programming time Nighttime network viewing time 





Show type 


1956 


1957 


1958 


1959 


1956 


1957 


1958 


1959 


i 


Drama — 30 111 in. 


10% 


7% 


4% 


5% 


9% 


7% 


5% 


5% 




Drama — 60 & 90 111111. 


11 


14 


8 


7 


13 


15 


8 


7 




Variety — 30 mill. 


15 


6 


9 


9 


8 


6 


7 


8 




Variety — 60 min. 


12 


23 


18 


18 


16 


18 


16 


13 




Western — 30 min. 


4 


5 


7 


11 


4 


6 


10 


14 




Western — 60 111 in. 




1 


4 


7 




1 


5 


10 




Adventure — 30 min. 


3 


6 " 


7 


6 


~4 


6 


6 


5 




Situation comedy — 30 min. 


.13 


12 


13 


11 


16 


15 


15 


12 " 




Quiz & audience part. 


10 


11 


9 


6 


11 


11 


10 


7 


niiiniiii 


Suspense 


6 


5 


10 


7 


5 


5 


10 


8 




Information 


6 


5 


5 


8 


5 


4 


3 


6 




Miscellaneous 


10 


5 


6 


5 


9 


6 


5 


5 


p 




100% 


100% 


100% 


100% 


100% 


100% 


1C0% 


100% 




Source: A C Nielsen, Sluing each year l'e 


(flit of network schedules 


devoted to 


vili'iints pi iiKiiiiii types 


vs. percent ot 


total TliiUup 


time devoted to 
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1. THIS MONTH IN NETWORK TV 



Network Sales Status Week Ending 4 July 

Daytime Nighttime 

m rani ii 111 1 1 mm — rmwiim— 11 rain i i g pi u mm n mm i mm « i iwmmni nun hhiiiiihii n nni| 

I SPONSORED HOURS SPONSORED HOURS 

I ABC ■■HHl3;15 ABC iMml8:30 

CBS ■■■■■■26:30 CBS ■■■■■■■■■23:30 

NBC i ■■■■■■21:45 NBCf ^^^^■■19:45 

^■auMiiiijiiiiiiiHiiiifffiti in 1 ninn nm imniiTininmHiinHii iiiiitinMtflnnriinmuiitttMiiDiHiaiinmttiHifniiuiu niimmai [nianiNRttAinii^ 5»mmiiii»iiiim uiniminiiiiiiiiiiiiiiiiiiiiiiiiiS 

It Excluding pre-10 a.m. shows. t Excluding Jack Vanr 
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NIGHTTIME 



C O 




P A 



SUNDAY 

ABC CBS NBC 



You Asked for It 
Sfclppy Peanut 
Butter (GBB) 
|M-F {24.000 



Maverick 
(7:30-8:30) 
iKtlser Co (Y&R) 
iDrackelt (Y&R) 
I W-F $70,000 



Maverick 



Law Man 

R. J. Reynolds 

(Bsty) 
General Mills 
(DFS) 
|W-F $41,000 



Colt .45 

P&G (BSB) 
7/19 S 
| W-F $13,800 



Deadline For 
Action 

(9:30-10:30) 

lUSt 



Deadline For 
Action 



Meet McCraw 
Alberto CulTer 
(Wade) 
A-F S9.50I 



Conquest 

sust 



vleet The Press 
sust 



Twentieth 

Century 
Prudential 

(R-McC) 
D-F $35,000 



Lassie 

Campbell Soup 
(BBDO) 
A-F $37,000 



That's My Boy 

sust 



Ed Sullivan 

(8-9) 
Mercury (K&E) 
alt Kodak (JWT) 
V-L $79,500 



Ed Sullivan 



C. E. Theatre 

Gen Electric 
(BBDO) 
Dr-F $51,000 



Hitchcock 
Presents 
Bristol-Myers 
(Y&R) 
My-F $39,000 



Richard 
Diamond 
Lorlllard (L&N) 
A-F $36,000 



What's My Line 
Kellogg 
(Burnett) 
alt Sunbeam 
(Perrln-Paus) 
Q-L $32,000 



Chet Huntley 
Reporting 

sust 



Midwestern 
Hayride 

sust 



Suspicion 

(7:311-8:30) 
sust 



3 olka Co-Round 

(7 -.30-8:30) 
sust 



Suspicion 



Pete Kelly's 
Blues 

L&M (Mc-E) 
alt sust 
A-F $54,500t 



Summer Chevy 
Show 
(9-10) 
Chevrolet 
(Camp-E) 
V-L $65,000 



Summer Chevy 
Show 



Loretta Young 

P&G (B&B) 
Dr-F $12,500 



No net service 



MONDAY 

ABC CBS NBC 



ohn Daly News 

sust 



D Edwards 

Amer Home 
(Bates) 
N-L $9.500tt 



ABC News 

sust 



Polka Co-Round 



Bold Journey 

Ralston-Purina 
(GBB) 
A-F $9,500 



Pantomime 
Quiz 

sust 



Top Pro Coif 

(9 :30-10:30) 
General Tire & 
Rubber (D'Arcy) 
Kp-F $17,250 



Top Pro Coif 

Open 



News 

Texaco (C&W) 
N-L $6.500tt 



No net service 



D Edwards 

Amer Home 
(repeat feed) 



Name That 
Tune 

Amer Home 
(Bates) 
Q-L $23,000 



The Texan 

Brown & Wmsn 
(Bates) 
alt 

Lever (K&E) 
W-F $37,000 



Father Knows 
Best 

Lever (JWT) alt 

Scott (JWT) 
Sc-F $38,090 



Frontier Justice 

Gen Foods 
(B&B) 
Sc-F $11,000 



Joseph Cotten 
Show 
Gen Foods 
(B&B) 
Sc-F $12,500 



Desilu 
Playhouse 
(10-11) 
Westlnghouse 
(Mc-E) 
Dr-F $82,000 
(average) 



Desilu 
Playhouse 



News 

Texaco 
(repeat feed) 



Buckskin 

sust 

W-F $24,000 



Restless Cun 
Sterling Drug 
(DFS) alt 
P&G (Oompton) 
W-F $37,500 



Wells Fargo 

Amer Tobacco 
(SSC&B) 
alt Buick 
(Mc-B) 
W-F $43,800 



Peter Cunn 

Bristol-Myers 
(DCS&S) 
My-F $38,080 



Alcoa -Coodyea 

Theater 
Alcoa (FSR) al 1 
Goodyear (Y&R 
Dr-F $39.0* 



Arthur Murray 
Party 

P. Lorlllard 
(L&N) alt 
V-L $30,001 



TUESDAY 

ABC CBS NBC 



ohn Daly News 

sust 



D. Edwards 
Kqultable 
(FC&B) 
>uPont (BBDO) 
>I-L $9.500tt 



ABC News 

sust 



Cheyenne 

(alt wks 
7:30-8:30) 
Harold Ritchie 
(K&E) 
Johnson & Johnson 

(Y&R) 
W-F $78.000 



Stars in Action 

sust 



Sugarfoot 
(alt wks 
7:30-8:30) 
Am Chicle 
(Bates) 
R. J. Reynolds 
(Esty) 
W-F $78,000 



Wyatt Earp 
Gen Mills (DFS) 
alt P&G 
(Compton) 
W-F $38,000 



The Rifleman 
Miles Lab 

(Wade) 
P&G (B&B) 
Ralston 
(Gardner) 
W-F $36,000 



Naked City 
Whitehall 
(Bates) 
Brown & Wmsn 

(Bates) 
My-F $37,000 



Alcoa Presents 

Alcoa (FSR) 
Dr-F $35,000 



No net service 



No net service 



D Edwards 

Equitable 
DuPont 
(repeat feed) 



Playhouse of 
Mystery 
sust 



To Tell the 
Truth 

Carter (Bates) 
Marlboro 
(Burnett) 

Q-L $22,000 



Peck's Bad Cir 
Pharmaceuticals 

(Parkson) 
V-L $30,000 



Spotlight 
Playhouse 
Pet Milk 
(Gardner) 
S. C. Johnson 
(NL&B) 

nr-F jio.ooi 



Andy Williams 
Show 
(10-11) 
Revlon (LaRoche 
V-L $.'.0.0i)( 



Andy Williams 
Kellorc 

(Burnett) 
alt 

Pittsburgh Plat 
(Mason) 



News 

Texaco (C&W) 
N-L $6.500tt 



News 
Texaco 
(repeat feed) 



Dragnet 

sust 

My-F $35,000 



Steve Canyon 

L&M (Mc-E) 

alt sust 
A-F $44,000 



Jimmy Rogers 
L&M (DFS) 
alt sust 
V-L $35.00C 



The Californian; 

sust 

W-F $37.50( 



Bob Cummings 
Reynolds (Esty) 
alt 

sust 

Sc-F $36.00( 



David Niven 
Singer (Y&R) 
alt 

Flit (Mc-E) 
Dr-F $32,00 



ohn D 



ABC 



Music 
Summ 

(7:0 



Music 
Summ 



Ozzie 
Koda 

Qual 
0 
Sc-F 



Camp 
(B 



P&G 
Sc-F 



L 

Wef" 
f 

Brown P 

< : 1 

Mile: 1 

<>1 

Sp-1. 



*Cok>r show, ttOost ii per segment. Prices do not include sustaining, par- 
ticipating or co-op programs. Costs refer to average show costs including; 
talent and production. They are eross (include 15% agency commission). 



They do not include commercials or time charges. This chart covers periocj 
4 July - 31 Julv. Program types are indicated as follows: (A) Adventure 
(Au) Audience Participation. (C) Comedy, (D) Documentary, (DrM 
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\ G R A P H 4 JULY -31 JULY 



DNESDAY 

BS NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 






ohn Daly News 

sust 






ohn Daly News 

sust 




























D Edwards 










Iwards 
1 (Bstes) 
1 Food! 
AB) 
J9,500tt 


News 

Texaco (C&W) 
>'-L S6.500tt 




U CQWdlU) 

Whitehall 
(Bates) 
S-h $9.500tt J 


News 

rexaco (I'SW) 
•-L $0.500tt 


Equitable Life 
(FC&B) 
Parliament 
(B&B) 
N-L $9.500tt 


News 

Texaco (CAW) 
s" L $0,500tt 


it service 






No net service 






No net service 


No net service 








swards 

jirter 
rj Foodi 
nt feed) 


News 
Texaco 
(repeat feed) 


ABC News 
sust 


D Edwards 
Whitehall 


News 
Texaco 
(repeat feed) 


ABC News 
sust 


D Edwards 
Equitable Life 

Parliament 
(repeat feed) 


News 

Texaco 
(repeat feed) 


li light 
hater 

P 


(7:30-8:30) 
^ord (var. hour) 

(JWT) 
National Biscuit 
(var. M hr. ) 
(Mc-E) 
V-P $35,500 
<« hr.) 


T71A 


Invisible Man 

sust 
(L 7/9) 
TBA 


Texas 
Rodeo 

sust 


Rin Tin Tin 

Nabisco (KAE) 
A-F $36,000 


Rawhide 

(7:30-1:30) 
Lever (JWT) 
Pharmaceuticals 

(Park-son) 
W-F 100,000 
(1 hour) 


Northwest 
Passage 
sust 


Dick Clark 

Show 
Beeeh-Nut 
Life Savers 

(Y&R) 
Mu-L S14.500 


Reckoning 

(7:30-8:30) 
Fla. Citrus 
(B&B) 
11 Curtis (Weiss) 
Parliament 
(B&B) 
My F S l"..(loi) 


People Are 
Funny 
Tonl (North) alt 
R. J. Reynolds 
(Esty) 
Au-F 134. MS 


j Talking 
I Research 
f \ ivasiur, 

It'&.V) 

$15,000 


Wagon Train 
R. J. Reynolds 

(Esty) 
various Vz hrs) 


Zorro 

AC Spark 

t BrnthAr 1 

7-Up (JWT) 
A-F $37,000 


)ecember Bride 
General Foods 

(B&B) 
3c-F $32,000 


Who Pays? 

sust 


Walt Disney 
Presents 

(8-9) 
nil l Bros. 
(Ayer) 
M-F $47,000 
(>4 hr.) 


Rawhide 

Parliament 
(B&B- 


: urther Advent, 
af Ellery Queen 

(8-9) 
sust 

My-F $27,500 
(y 2 hr.) 


jubilee, U.S.A. 

(8-9) 
WmsnDlckle 
(Evmis & Assoc*) 
Hill Bros. (Ayer) 
Mu-L S12.500 
C4 hr.) 


Reckoning 
Sterllne (DF8) 
Gulf (Y&R) 
llamm (t -M) 

Coitata 
Y an lieusen 
(Grey) 


-Perry Presents 

(8-9) 
KinilM'rly Clark, 

(FC&B) 
ii^-a *v \i n in pool 
(K&B) 
Cliemstrand 
IDDI'.i 
Y I- SC0.000 


kdown 

ID no ton) 
J Tobac 
(3DO) 
} $33,500 


Price Is Right 
Lever (J\VT) 
3-L $21,500 


The Real 
McCoys 
P&Q (Compton) 
Sc-F $36,000 


Derringer 

S. C. Johnson 
(NL&B) 
alt 

r. Lorillard 
(LAN) 
W-F $40,000 


Lawless Years 

sust 


Walt Disney 
Hudson Pulp 
(N.C&K) 
Reynolds Metal 
(Lennen & 
Newell) 


1 Love Lucy 

Puns (Weiss) 
7 24 .nlv 


Ellery Queen 


jubilee, U.S.A. 
Massey- Ferguson 
(NL&B) 
open 


Wanted Dead 

or Alive 
Bm & Wmson 

(Bates) 
Bristol -Myers 
(DCS&S) 
W-F $39,000 


'Perry Presents 

Sunbeam 
(Perrln Paus) 
Noncmt 
(SSC&B) 
Am Dairy (C-Sl) 


1 

illionaire 
i (Bites) 
1 137.000 


Kraft Music 

Hall 
Starring Dave 
King 
Kralt 
(JWT) 
>lu-L $45,000 


Leave It To 
Beaver 

Miles (Wade) 
liaison (Gardner) 

5-Day (Grey) 
Sc-F J30.000 


Zane Crey 
S. C. Johnson 

(NL&B) alt 
General Foods 
(B&B) 
iV-F $45,000 


bachelor Father 
k ni TTome ( Bites ) 
\ni Tob (Gumb.) 
<c r $12,000 


Tombstone 
Territory 

LIpton (Y&R) 
Philip Morris 
(Burnett) 
W-F $33,500 


Phil Silvers 
R. J. Reynolds 

(Esty) 
Schick (B&B) 
Sc-F $42,000 


M Squad 

Amer. Tobac. 
(SSC&B) 
alt 

O.K. (BItnO) 
■My-F $31,000 


Lawrence Welk 

(9-10) 
Dodse (Grant) 
Mu-L $17,500 
<*4 hr.) 


Brenner 

U-ver (JWT) 
V F J3S.00O 


Black Saddle 
L&M (Mc-E) 
alt 

Coleate (Mc-E) 
W-F $37,000 


i Cot a 

;cret 

Xls (Esty) 
' 127.000 


Bat Mastcrson 

Kralt (JWT) 
iV-F $35,000 


Rough Riders 
P. Lorlllard 
(L&N) 
alt sust 
W-F $47.000t 


Playhouse 90 

(9:30-11) 
Amer Gas 
(L&N) alt 
Kimberly-Clark 

(FC&B) 
Or-L&F $45,000 
(V4 hr.) 


21 Beacon St. 

Ford (JWT) 
4-F $1S,000 


77 Sunset Strip 
(9:30-10:30) 
Amer. Chicle 
(Bates) 
My-F S72.000 


Lux Playhouse 

Lever I.1WT) 

alt uks 
Stripe Plyhse 
l.ever (JWT) 
Dr-F $35,000 


Colgate 
Western 
Theater 

Coleale (Bates) 
SV F S13.000 


Lawrence Welk 


Have Cun. Will 

Travel 
Whitehall 

(Bates) 
alt Lever (JWT) 
W-F S3S.000 


Cimarron City 
(9:30-10:30) 
Wit (Me K) 

susl 

VY-F $30,000 
(H hr.) 


1 

jilted Hr 
fcs 10-11) 
H sieel 
*!DO) 
[J seo.ooo 


This Is Your 
Life 

P&G (B&B) 
DL $52,000 


This Is Music 

sust 


Playhouse 90 
Allstate 
(Burnett) 
alt 

[teynolds (Ksty) 


You Bet Your 

Life 
Tonl (North) 

alt 

Lever (JWT) 
1L $51,750 


77 Sunset Strip 
Carter Prod. 
(Bates) 
Whitehall 
(Bates) 
Ilarold Ritchie 
(K&E) 


The Line Up 

P&G (Y&R) 
My-F $34,000 


Cavalcade of 
Sports 

3illette (Jfaxon) 

(10-concl) 
*P-L $15,000 


Big Picture 

sust 


Cunsmoke 
LAM (DFS) alt 
Sperry-Rand 
(Y&R) 
W-F S40.0O0 


Cimarron City 
Cons. Ciiari 
(f.&N) 

SII>1 


1 Theatre 
t » lo-ll) 

Estrone 
!DO) 
f 118.000 






Playhouse 90 

teniult (NL&B) 
sust 


Masquerade 
Party 
lorlllard (L&N) 

alt Sarpent 
5 L $13,000 




Amateur Hour 
Pharmaceuticals 

i I'arkson) 
V 1, S23.000 


jackpot Bowling 
Bavuk (Wcrman 

& Schorr) 
Sp-L 53.000 




Markham 
Senilis (JWT) 
My-F S39.000 


DA's Man 
L&M (Mc-B) 
A F $3S.00< 



i Drama, (P) Film, (I) Interview, (J) Juvenile, (L) Lire, (M) Mise, L preceding date means last date on air. S following: date means starting 
(Mu) Music, (My) Mystery, (N) News, (Q) Quiz-Panel, (Se) Situation date for new show or sponsor in time slot. 
Comedy, (Sp) Sports, (V) Variety, (W) Western. tNo eharse for repeats. 
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THE PGW COLONEL SAYS: 




"We believe that 

the profit share affects 
the interest rate!" 

Everyone at PGW can share in our earnings 
. . . and share in them substantially. 

Of course our revenue is derived wholly from 
the sale of spot time on the stations we repre- 
sent and we think it pays off handsomely to 
have everyone at PGW interested in that. 
Don't you? 



P ETEBL8 , 
G BIFFIN. 




W O ODWA1D, we. 

Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 



DAYTIME 



C O 




P A 



I* 



10:00 
10:15 
10:30 
10:45 
11:00 
11:15 
11:30 
11:45 



SUNDAY 

CBS NBC 



ABC 



MONDAY 

CBS NBC 



TUESDAY 

ABC CBS NBC 



3 



Lamp Unto M) 
Feet 
sust 



On The Co 

sust 



Dough Re Mi 

sust 



On The Co 

sust 



Dough Re Mi 

tust 



Look Up & Livf 

sust 



Sam Levenson 

sust 



Treasure Hunt 

sust 



P&G ilt 

Lever 



Sam Levenson 

sust 



Treasure Hunt 

Culver alt 
sust 



Frt fid aire alt 



Eye On 
New York 
suit 



I Love Lucy 

Lever alt 
sust 



Price Is Right 
Leter 
alt Pond i 
Sterling 
alt Whitehall 



I Love Lucy 

Lever 
sust 
alt Gen Foods 



Price Is Right 
Leror alt 
Sunshine 
Stand Brands 



Camera Three 
tust 



Top Dollar 
Col eat* 



Concentration 

Culver alt 
Lever 



Armour 
alt Lever 



Top Dollar 
Colgate 

General Foods 
alt sust 



Concentration 

Frfgidaire 
Lever alt 
Alberto Culver 



12:15 
12:30 
12:45 



Bishop Pike 
•ust 



Across The 
Board 

sust 



Love of Life 
sust 

Amer Home Pro 

alt sust 



Tic Tac Dough 

Ponds 



Across The 
Board 

sust 



Love of Life 

sust alt 
Gen Mills 



Amer Home 



Tic Tac Dough 
S tand Brand ! 

sust 



Across 
Boai 

sust 



Johns Hopkins 
File 7 

EUSt 



Pantomime 
Quiz 

sust 



Search for 
Tomorrow 

P&G 



Cuiding Light 
P&G 



It Could Be You 

Whitehall 
Ponds alt P&G 



Pantomime 
Quiz 

sust 



search For 
Tomorrow 
P&G 



Cuiding Light 
P&G 



It Could Be 

You 
Al. Culver alt 

sust 

Armour alt P&G 



Pan ton, 
Qui 

Leve 



College News 
Conference 
sust 



Music Bingo 

sust 



No net service 



News 

(1:25-1:30) 
sust 



No net service 



Music Bingo 

sust 



No net service 



News 
(1:25-1:30) tust 



No net service 



Music _!j 



Eternal Light 

sust 



Leo Durocher 
Warm up 

sust 



World Turns 

P&G 

Sterline alt 
Carnation 



No net service 



World Turns 

P&G 

Sterling alt 
Miles 



No net service 



Baseball Came 
of the Week 

various times 
various sponsori 



Major League 
Baseball 

Phillies Cigan 

{% network) 
Anheuser-Busch 



Day In Court 

Amer Home 

Foods 
Johnson & 
Johnson 



For Better 0 
For Worse 
sust 



Queen for a 
Day 



Day In Court 

General Foods 



For Better Or 
For Worse 

sust 



Miles 

alt sust 



Queen for a 
Day 
suit 

sust alt 
Alberto Culver 



Day tn i 

Beech - 



regional) 
National Brewin 
(H regional) 
Genesee Brewii- 
(H New Tort) 



Cale Storm 
Show 

Armour 
Lever 



Art Linklette* 
Stand Branda 
alt Lever 
Standard Brand 
Van Camp 



*ourt of Human 
Relations 

sust 



Cale Storm 
Show 

Block Drug 
Amer Home 



Art Linkletter 

Swift 
alt Tonl 
Kellogg 



-ourt of Humai 
Relations 

sust 



CaleS 

Beech 



Open Hearing 
mat 



Beat The Clock 

Lever 
Block Drug 



Big Payoff 
Oolcate 



Young 
Dr. Malone 

sust 



Beat The Clock 

General Foods 
Tonl 



Big Payoff 

General Poods 
alt sust 



Young 
Dr. Malone 

P&G alt sust 



teat The 

Johnsol 
John" 
Beech 



Who You Trust! 

Armour 
Jolmson & 
Johnson 



Verdict Is Your : 
Stand Brands 



Amer Home 
alt Lever 



From These 
Roots 

sust 



Who Do You 
Trust? 

General Foods 
Ame-r Home 



Verdict Is Your 
Gen Mill! 
alt Carnation 



Swift 
alt Toni 



From These 
Roots 
P&G 



Who Di ( 
Tru« 

Am* 

tfeech 



American 
Bandstand 

Clairol, 
Beech -Nut 



Brighter Day 

P&G 



Secret Storm 
Amer Home Pro k 



Truth or 
Consequences 
Sterling 



American 
Bandstand 

Lever 
General Mills 



Brighter Day 
P&G 



Secret Storm 
Gen Mills 



Truth or 
Consequences 
Standard Brand 



Amer 
Bands 

Shul 1 
Arraf 



American 
Bandstand 

Rolley 
Northam-Warre 



Edge of Nighl 
P&G 



County Fair 

sust alt 
Lipton 

Sterline 
alt Lever 



American 
Bandstand 

Carter 
Welch 



Edge ef Nighl 
P&G 
Sterline 
alt Miles 



County Fair 

sust 

sust alt 
Lever 



Amer - 
Bands 1 

Kegii' * 
AMF Piri 



Paul 



Winchel 

sust 



The Last Worp 

sust 



American 
Bandstand 
co-op 



American 
Bandstand 
co-op 



Amer 
Bands 
oo-t 



Lone Ranger 
Gen Mill* 

Cracker Jack 
Frltoe Co. 



Face the 
Nation 

sust 



Frontiers of 
Faith 

sust 



Mickey Mouse 
Club 
Goodrich 
Bristol -Myera 



Walt Disney's 
Adventure Tim< 

co-op 



Mickey 
Ck 

Good: 

Gen h 



NOTE; On ABC TV, Day In Court, Gale Storm, Beat the Clock, Who Do Tou Trustt, and American Bandstand do not show day of participations 



HOW TO USE SPONSOR'S! 
NETWORK TELEVISION 
COMPARAGRAPH 



The network schedule on this and preceding pages (40, 41) 
includes regularly scheduled programing 4 July to 
31 July, inclusive (with possible exception of changes 
made by the networks after presstime) . Irregularly sched- 



\GRAPH 4 JULY - 31 JULY 



DNESDAY 


THURSDAY 


FRIDAY 


SATURDAY 


•BS 


NBC 


ABC 


CBS 


NBC 


ABC 


CBS 


NBC 


ABC 


CBS 


NBC 


he Co 


Dough Re Mi 




On The Co 


Dough Re Mi 
sust 




On The Co 


Dough Re Mi 
lust 




Captain 
Kangaroo 


Howdy Doody 
suit 


lit 


I'JSt 




SUSt 


sust alt 
ltroun & YVnlsn 




sust 


Armour 
alt Nabisco 




Participating 
and sust 


ContliMotaJ 
Baklnc 


evenson 
1st 


Treasure Hunt 

sust 

Com Prod 




Sam Levenson 

sust 


Treasure Hunt 

sust 
alt Frlsldjlre 




Sam Levenson 
U.S. Steel 
alt sust 


Treasure Hunt 
Gen Mills alt 

sust 




Mighty Mouse 
Gen Toods alt 


Ruff & Reddy 
Borden ill suit 
Gen Food* 
tit Man 


tit P&Q 





sust 


P&G 
tit Helm 




■ust 


Whitehall tit 
Sterllne 




Colgate 


e Lucy 
1 tit 

Drue 


Price Is Right 
Frigldalre 
Sterllne 




1 Love Lucy 

Lever 


Price Is Right 
AL Culver 
alt Lever 




1 Love Lucy 

Lever alt 
Toni 


Prii-e Ic Ri<?ht 

Lover tit 
Com Prod 


1 

Uncle Al Show 

(11*12) ' 


deckle & Jeckle 


Fury 


B tit 

ISt 


Heinz alt 
Armour 




Soott 


Miles tit 

Lever 




Kodak alt Dow 


Stand Hrands 
Gen M11U 


S'atlonal Biscuit 


Gen Mills 


alt *,en Foodi 


i 

Dollar 
ett* 


Concentration 
Heinz tit Mile. 

Nabisco tit 

Bvillo 




Top Dollar 
Colette 


Concentration 

Nestle 
alt Lever 




Top Dollar 
Ooleate 


Concentration 

Ponds tit 
Bauer & Black 


! 

Uncle Al Show 
1 


Adventures of 
Robin Hood 
sust 

Colgate alt suit 


Circus Boy 


j>t 




sust 


Heinz tit 
Whltohtll 




su>t 


Lever alt 
Ifm & Wmsn 


■ust 


'of Life 

alt 
ver 


Tic Tac Dough 
Heinz tit 

Xtrtt t. W men 

i»r n « ** in sn 


Across The 
Board 

sust 


Love of Life 

Scott alt Lever 

Amer Home 


Tic Tac Dough 
Al. Culver 
tit Heinz 


Across The 
Board 


Love of Life 

Atlantis 
alt Toni 
Lot err alt 
Gen Mill! 


Tic Tac Dough 
Gen Mills tit 
Sunahlne 






True Story 
■ust 


ome Prod 

LeV6T 


P&G 


P&Q 


sust 


P&O 






Sterling Drug 


|h For 
[arrow 
f&O ) 


Could Be You 
Whitehall alt 

Nestle 


Pantomime 
Quiz 
A rraour 


Search for 
Tomorrow 

P&Q 


It Could Be 
You 
Ml lee tit 


Pantomime 
Quiz 


Search for 
Tomorrow 
P&G 


Could Be You 
Stand Brand, 
alt sust 






Detective Diary 
Sterllnf Drug 


b Light 

r° 


Corn Prod 
alt Brlllo 


Oenertl Foods 


Guiding Light 
P&Q 


Nabisco 
P&O 


Armour 


Guiding Light 
P&G 


P&G alt 
Corn Prod 






■ust 


service 


No net service 


Music Bingo 

sust 


No net servic< 


No net service 


Music Bingo 

sust 


No net service 








Mr. Wirard 

sust 


!WS 

30) sust 


News 
(1:25-1:30) sust 


News 
(1:25-1:30) sust 


No net service 






[ Turns 
10 

'■t tit 

1st 


No net service 




As the World 
Turns 
P&G 
Plllsbury 


Ma rtflf Cf>rvit*s* 




World Turns 
P&G 
Ssrtft 
alt Sterllne 


Wft n>*+ e r> r v ! ■* >* 

llU 11 CI 3CI VIWC 








Kter Or 
p/orse 

IT tit 


Queen for a 
Day 

sust 


Day In Court 

Drackett. 


For Better Or 
For Worse 

sust 


Queen for a 
Day 

su.*t 


Day In Court 


Enr Rot far O r 

r Or Dei icr ur 

For Worse 

Lever alt sust 


Queen for a 
Day 

sust 




Baseball Came 
of the Week 

various sponsors 
i 2 to c<>ncd) 


Leo Durocher's 


| St 

Bone tit 


Armour 




su<t 
alt Lever 


sust 
alt Miles 


Armour 


Gerber 

alt Mi-t 


N'aulsco alt sust 




Warmup 

sust 


kkletter 
1 Bra 


Court of Human 
Relations 

sust 


uaie Morm 

Drackett 


Art Linkletter 
K.lloic 


Court of Human 
Relations 

SUSt 


Gale Storm 

•loliiv on »v 


Art Lmkletter 
Lerer Bros 


lourt of Human 
Relations 

sust 








Until 
btlon 


Plllsbury 


.Johnson 


Swift alt 
Stale? 








I 

Payoff 
:t«u 


Young 
Dr. Malone 

iUit 


Beat The Clocl. 

lHackett 


Big Payoff 
sust 


Young 
Dr. Malone 

P&G alt sust 


DcdT Inc vlQv* 

Amer Home 


OolcsU 


Young 
Dr. Malone 

sust 






• 

Major League 

Baseball 
Phillies Bayuk 
Cigars (Ktt'1) 
Anheuser- Ru^cb 


■Lilt 


Armour 


sust 






sust 






is Yours 

lohnson 
"over 


From Thes« 
Roots 


Who Do You 
Trust? 

Drackett 


Verdict Is Your; 
Sterllne tit Soott 


From These 
Roots 


Who Do You 
Trust? 

1> \ er 


Verdict Is Yours 
Gen Mills alt 
Atlantis 


From These 
Roots 

*U -t 






(reKional) 
Gent^oo Bre« inc 
i New \orki 




sust 


sust 


SUSt 


Gen Mills 
alt Lever 








r tit 

'Ins 


sust 


Toni 


alt Soott 


sust 


(.ciieral l-'uuds 


■ust 








It Day 

[0 


Truth or . 
Consequences 
Corn Prod alt 
sust 
P&O 


American 
Bandstand 


Brighter Day 
P&Q 


Truth or 
Consequences 


American 
Bandstand 


Brighter Day 

P&G 


Truth or 
Consequences 
Whitehall lit 










Secret Storm 

Soott tit 
Amer Home 


Secret Storm 
Amer Home PrV 








■ Storm 


Toni. Old 


P&O 


Mennen 
Vmer Home 


Com Prod 








to© Prod 


London Foods 


Culver alt V&i 


tit Gen Mills 


P&G 








1 Night 

.0 


County Fair 

Frigid aire 
alt Gen Mills 


American 
Bandstand 

(laylord 
Mock Drug 


Edge of Night 
P&G 


County Fair 
Heinz tit 

sust 
Lever 


American 
Bandstand 


Edge of Night 
P&Q 

Amer Home 


County Fair 

Liptiin 
alt sust 








Ik tit 
ntls 


Heinz alt 
Sterling 


Plllsbury 


Hollywood Cand\ 


alt 
Sterllne 


Lever alt 
sust 












American 
Bandstand 

co-op 






American 
Bandstand 

co-op 
















Walt Disney's 
Adventure Time 
Miles 
Internat. Shoe 






Mickey Mouse 
Club 
Gen Mills 

Mattel 








Lone Ranger 
Nestle alt 
Gen Mills 




hut li 


t all sponsors. 


Monday thi'ous 


h Friday, buyi 


program*- tl 


uinir nmntli. 












, uled 


programs 


appear durins this 


period are listed 


Special. CB5. Sunda). 


ll-lhl.i pan. I Cartel 


and White 


■ as v 


ell, with air dates. The only regu 


arly schedu 


led pro- 


hall I : Today. XHC. 7-9 


a.m.. Monti 


a\ -Friilaj . ] 


urtieipati „ 


grams not listed are: Tonight, ABC, 


11:15 p.m. 


-1 a.m.. 


Seta CBS. 


7:15-8 a.m. and 8.4.V9 a.m.. Monda\ -Trida\ 


. Monda>-Fiida\. 


participate 


lg sponsor; 


hip; Sunda) Yen < 


\11 time* are l'.a*U*i n 


1 .mi l.i i < 1. 







with, an ear to the ground 
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What's happening in Africa? Europe? What about 

that movie star's romance in Spain? WGN-Radio lis- 
teners now know more because of WGN's extensive 
news coverage ! 

Yes, WGN-Radio's comprehensive, around-the-clock, 
news coverage is one more important reason why more 
people listen to WGN — because WGN's news gathering 
facilities are unmatched by any other Chicago station. 

Exclusive only to WGN-Radio in Chicago are the Chi- 
cago Tribune World-Wide Press Service, WGN Police- 
Trafficopter reports twelve times daily, and Radio Press 
world-wide, on-the-spot news coverage. In addition, 
WGN's large staff of writers and editors use the news 
gathering services of Associated Press, United Press 
International and Chicago City News Bureau to provide 
Midwestern listeners with the finest programs of up-to- 
the-minute news. 

No wonder more people listen to WGN-Radio for 
more news of happenings around the world ! 




WGN-RADIO 

THE GREATEST SOUND IN RADIO 
!,!,! North Michigan Amine • Chicago 11, Illinois 
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As advertisers seek better exploitation, SPONSOR ASKS: 



How can agencies capitalize on local 

program promotion? 



Station men tell agencies how to 
work closely with them in pro- 
moting clients' programs, and give 
local slant to national campaigns 

Calen Lillethorup, prom, mgr., KMTI', 
Omaha. 

Let s have more agency promotion 
ideas and campaigns individually 
tailored to the station, the sponsor 
and to the program. 

The place to start is on a personal 
relationship between the agency and 
the station's promotion and merchan- 
dising departments. Am agency that 
takes the time to meet and talk with 
station promotion personnel has a 
much hetter chance of receiving the 
best promotion. 

We've been fortunate at KMTV in 
dealing with some agencies that 
realize stations are individual*. 

But too often agencies send a form 
letter to the "station manager'" ask- 
ing that '"jumbo post cards" be sent 
to local distributors. After the pro- 
motion has concluded, another form 
letter demands the total number of 
jumbos sent and the promotion effec- 
tiveness i> graded, like a report card, 
and the station is rated on little more 
than its current printing budget. Let's 
get rid of the report cards, the grad- 
ing, and the form letters. 

Many agencies send a form letter 
asking for an "item count ' on the 




number of on-the-air mentions their 
program has received. There is also 
a hand) blank devoted to a column 
inch report of newspaper advertising. 
These are "accepted"' things to do, 
but quantity alone is rarel) the an- 
swer to good audience promotion. 
Some agencies want the product 

i° 



mentioned in the promotion an- 
nouncements. This can make the copy 
awkward, and in many cases limits 
the amount of promotion the program 
can receive due to conflicting adja- 
cencies. 

Good promotion copy that doesn't 
mention the sponsor can be scheduled 
where it will do the most good, and 
can make an audience want to see a 
program. Then, the agency's com- 
mercials can sell the product. Let's 
keep commercials out of the promo- 
tion announcements, and put them in 
the programs where they belong. 

One more point. You can t build 
an audience without tools. yVgencies 
should supply still pictures, varying 
lengths of sound and silent film, tapes 
and slides. An enterprising promo- 
tion manager can construct promo- 
tion spots from these materials to suit 
the program and station require- 
ments. 

It is obvious that too many agen- 
cies have a "pattern" of promotion 
requests but give little thought to 
planning the individual program pro- 
motion at hand. 1 say. let's talk this 
over. The station can reall) do a job 
if given the tools. 

Jim Knight, prom, dir., WTRF-TV, 
Wheeling. 

At the present time, the most press- 
ing need is the establishment of more 
direct relations with the local station 
promotion departments themselves. 

Thousands of mimeographed agen- 
cy requests pass through a typical 
promotion department each year. 
These requests vary from the basic 
questionnaire concerning market in- 
formation to the more complex 
pertaining to merchandising and pro- 
gram promotion. While the promo- 
tion people are busy filling these 
requests, they must not lose sight of 
their main objective: the creative, 
positive building of an audience for 
their station and advertisers by use 
of on-the-air announcements, exploita- 
tion, public relations, research and 
publicity. On top of all this, features 



are prepared and mailed daily to na f 
tional trade publications. It's obvi-j 
ous that the station promotion deJ 
partment is big business in itself. 

It would appear that the agency,) 
which controls the placement of 
thousands of dollars of the client's 
money, would want to insure thd 
greatest mileage possible for that 
dollar, not onl) at the network level 




but at the local as well. This "local 
promotional mileage" could be guar- 
anteed by an agency liason man. I'm 
sure that a liason man between the 
agency and local station would be 
beneficial to both. The agency would 
get to know the station's problems 
first hand, and the station would re-l 
ceive the benefit of talking and work- 
ing directl) with experienced agency 
personnel. Of greater importance is 
that the agency would then have a 
hetter understanding of what each 
station can or cannot do in particular 
areas of promotion. 

Promotion of a show at the net- 
work level is only half the job. If 
this same show receives "quality" 
promotion at the local level, its 
chances of being a hit are greatly 
increased. 

The agenc) liaison man is only one 
step toward the improvement of local 
program promotion. However, it's a 1 
big step toward better promotion de- 
partment relations between agencies 
and stations ... an area that could 
use much better relations." 

Barbara Wilkens, sales prom, dir., 
WNTA-TV, Xew York 
A little originality goes a long way. 
As sales promotion director of an in- 
dependent outlet in a seven-station 
market, I feel that ad agencies, espe- 
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•ially the smaller one?, often do not 
ake full advantage of the many op- 
jOTtunities to promote and exploit 
oeal programs. This local promotion 
- important for the sponsor since it 
i essentially what achieves the neces- 
ary sponsor-program identification. 

There is also ample opportunity for 
idvertisers who use a spot schedule to 
tlentify their product with programs 
md the station. A good example of 
his is the promotion done by Jack- 
on Assoc., the agency for Lestoil. 
rhev not only originate premiums 
hat are promotable by the station in 
arious ways but offer to supply these 
ireniiums as free give-aways for use 
m local live shows. Thus Lestoil can 
ie showcased on a variety of pro- 
ranis at no additional cost to the 
gewy except for premiums. 

Unfortunately many sponsors miss 
he boat. They spend thousands of 
lollars on spot campaigns but fail to 
elp the station promote their cam- 



More 

originality, 
ideas 

promotable at 
local level 



aigns. Agencies should recognize 
ie advantage to their sponsor by 
nesting in a feu promotional spots. 
Unfortunately, the ad agency too 
ften relies on material from the 
roinotion kits supplied by the syn- 
icator if the program is a film series, 
nd upon the station if the program 
f live, for publicity and promotion, 
et because they are in constant con- 
ict with the sponsor, the agency is 
ertainly in a better position to come 
p with promotional ideas. Merehan- 
istng. premiums, give-aways, direct 
■ail. personality tie-ins. exploitation 
II offer a rich potential promotion- 
ise for the local program. Agencies 
lould be educated in the value of 
ertinent promotion to help their 
lient achieve sponsor identification 
ith their spot or program buy. 

harlie Cash, prom, dir., If'SM-TC, 

Xasluille, Tenn. 
The most important single factor 
[1 solving this continual problem in 
[Please turn to page 57) 
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GIANT 



MARKET 




"The Giant 
' of 
Southern 
Skies" 



GIVES YOU ALL THREE . . . 

GREENVILLE 

SPARTANBURG 
ASHEVILLE 

. . . with total coverage area 
greater than that of Miami, 
Jacksonville, Birmingham or 
New Orleans 



82-County Data (within the 100 
UV/M contour) S. M. Survey May 
10, 1959 



POPULATION 2,946,600 

INCOMES $3,584,180,000 

RETAIL SALES . . . $2,387,606,000 
HOUSEHOLDS 751,900 

Represenfed Nafionally by 
WEED TELEVISION CORP. 



CHANNEL 4 

WFBC-TV 

GREENVILLE, S. C. 

NBC NETWORK 



RADIO AFFILIATE, "THE PIEDMONT GROUP" 
WFBC - GREENVILLE WORD - SPARTANBURG 



National and regional buyl 
in ivork now or recently completer 



SPOT BUYS 



TV BUYS 

Procter & Gamble Co., Cincinnati: Schedules start this month i ■ ■ I 
top markets for Charmin tissues, to run through the P&G contract! 
year. Da) and night minutes are being used, with frequencies varyJ 
ing. Buyer: Sam Haven. Agency: Benton & Bowles, New York. 

Coty, Inc., New York: A new campaign is getting off in about 201 
markets for its fragrance and powder cosmetics. Schedules, to start! 
the second week in July, are for four to eight weeks. I.D.'s, minutes! 
and 20's are being placed, frequencies depending upon the marketJJ 
Buyer: Bob Wilson. Agency: BBDO, New York. j 

Block Drug Co., Inc., Jersey City, N. J.: Being initiated this month! 
are new schedules for Polident (denture cleaner) and Poligrip (den-l 
lure adhesive), through Gray A. A., New York. Allen Reed has beenl 
buying minutes in fringe time; frequencies vary from market to mar-l 
ket. Schedules start the second week in July in about 25 markets,! 
run for four weeks. J 

Lever Bros. Co., New York: Its introductory campaign for Surf I 
continues to expand, and new schedules start on a staggered basis! 
this month. BBDO, New York, is buying 13-week schedules, day and! 
night minutes. Bob Hamilton is buying supervisor; Hal Davis, buyer.! 

Pillsbury Co., Minneapolis: Intensive schedules are being placed! 
in about 75 markets for Angel Cake mix. The promotion starts this I 
month for five weeks. Buyers: Wally Bregnian and Bill Chrisinan.l 
Agency: Leo Burnett. Chicago. 

Wildroot, Inc., New York: Hair tonic schedules begin this month! 
in 25 markets. Lined up for a 13-week run are sport show adjacen-l 
cies and five- and 10-minute sportscasts. Buyer: Eileen Greer. Agen-I 
cv: Ted Bates, New York. 



RADIO BUYS 

American Motors Corp., Detroit: New summer schedules for the 
Rambler are kicking off in 42 markets. They start this month for 
six weeks, with traffic hour minutes being used. Frequencies vary 
from market to market. Buyer: Betty Powell. Agency: Geyer, Morey, 
Madden & Ballard, New York. 

Ford Motor Co., Dearborn: Going into markets throughout the | 
country with another two-week flight in July for Ford cars. Minutes 
in traffic hours are being set, frequencies will depend on the market. 
Head buyer: Allan Sacks. Agency: J. Walter Thompson, New York. 
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AIR 
MEDIA 
BASICS 




IN USE 18 JULY 



WIRE SPACE RESERVATION TODAY 



CBS RESEARCH 

(continued from page 29) 

7. "Company J) has been slipping 
in sales lately, and is desperately try- 
ing to regain its position by loud, big 
promises." 

Channel 2, 6%; channel 4, 6%; 
channel 7. 1 1 % ; all others, 77%. 

8. "Company A manufactures an 
excellent product which they have 
advertised very effectively. They have 
developed a reputation for honesty 
and reliability." 

Channel 2. 58%; channel 4, 28%; 
channel 7, 6% : all others, 9%. 

The technique of the surveys was 
questioned hy most of the indepen- 
dent tv station spokesmen interviewed. 

Mary McKenna, director of re- 
search and sales development for 
WNKW-TV (channel 51, New York, 
charges the questions "were without 
doubt the 'status seeker' type of 
thought implantation. The old story 
ahout 'everybody reads the New York 
Times' but seems to buy the Daily 
Xews applies here." The questions, 
rather than being objective, were 
"leading — the type designed to im- 
plant thought attitudes." 

Another point made by Mrs. Mc- 
Kenna: Including a phrase "Yon 
may name more than one station" is 
typical of questionnaires of this kind 
and allows the normal number of sta- 
tion mentions because "virtually all 
people in any market look at all chan- 
nels available." But the CBS survey 
allowed mention of only one channel 
and "this technique forces an ab- 
normal choice of station." 

She also questions the area of com- 
mercial believability and describes it 
as "being at variance with most 
studies made along these lines" She 
refers particularlv to one conducted 
for WNEW by Advertest. 

This survey showed more than 
50',"? of the people surveyed did not 
think of honesty and reliability in 
connection with commercial copy (as 
measured by their reaction to 10 
image questions I. She made this con- 
clusion: people can respond to specif- 
ics better than to generalities, yet the 
C15S o&o study- — a general one — 
records a small 1.2' < as "don't 
know' or "no answer." 

She adds: "All of the weight of 
an entire network is presumed to 
have a total bearing on an individual 
commercial whether positioned in 
network time or local time. Aveiaae 





THEY BITE 
MORE OF OUR- 
LISTENERS... 



More different families listen 
daily and weekly to WCAU than! 
to any other station in town.* So 
if you sell insecticides, choose 
the station that most effectively 
sprays the entire Pennsylvania 
vacation area. Remember, when 
Philadelphians head for the 
Poconos, they never go alone. 
WCAU's 18 top local personali- 
ties go along. Whatever you sell 
—soup, soap or silk stockings — 
don't get stung with a large sum- 
mer inventory. Get the biggest 

'bite of the market with WCAU.. 

• 

LATEST CUMULATIVE PULSE ANALYSIS. 

WCAU RADIO PHILADELPHIA 
Represented by CBS Radio Spot Sales 
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listening share on all regular surveys 
indicate Channel 2 is the most viewed 
station in New York than in Los 
Angeles. The media truth is that all 
channels are viewed by almost all of 
the tv homes in the market, some 
more frequently than others. For 
the buyer, the important question is 
what percent of that station total 
viewing can his client purchase with 
his weekly budget." 

The indies concede that the net- 
works have superior programing, 
production and star values. But they 
contend a re-run of a network show 
has no less appeal on a non-net sta- 
tion than it had originally on the net- 
work. Fred Thrower, president of 
WPIX, New York, says 75% of his 
program product is network re-runs 
— "most of them from CBS." And 
he contends most people don't know 
— and don't care — what channel they 
tune to. 

Mr. Thrower agrees with Mrs. 
McKenna's point that people are 



"status seekers" and will tend to up- 
grade their image of themselves in 
reporting on their tune-in habits. In 
addition, he says "They're much 
more likely to remember names like 
Bob Hope or Perry Como than they 
are the names of performers in non- 
star shows." 

Pointing again to the fact that 
viewers are confirmed dial switchers, 
he notes results of a survey conducted 
by A. C. Nielsen a year ago. 

In the hours between 7 and 9 p.m. 
Sunday through Saturday, Nielsen in 
checking the two outlets concluded 
"none of the comparisons yielded a 
significant difference." Here's what 
they found: home ownership, 43% 
of the WPIX audience owned their 
own home. 45% of WCBS-TV; size 
of family. 519? with four members 
or more for channel 11, 47% for 
WCBS-TV. There was no more than 
a four-point differential between net 
and indie. 

Thus audience characteristics can 



MILWAUKEE? 



NEW HAVEN? 

? 




NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1,520,100 Drug Sales $ 40,355,000 

Households 423,600 Automotive Sales $ 299,539,000 

Consumer Spendable Income General Merchandise $ 148,789,000 

$1,761,169,000 Total Retail Sales $1,286,255,000 
Food Sales $ 300,486,000 



KNOE-TV AVERACES 78.5% SHARE OF AUDIENCE 

According to April 1959 ARB we average 78.5% share of audience from Sign On to Sign Off 
7 days a week. During 361 weekly quarter hours it runs 80% to 100%, and for 278 weekly 

quarter hours 92% to 100%. 

CBS • A B C 

A James A. Noe Station 
Represented by 
H-R Television, Inc. 

Xatelw Mill, Xntohfl, Mississippi, viirh produses 



KNOE-TV 

Channel 8 
Monroe, Louisiana 

Photo: International Paper Company's 
dissolrimj and ya.per pulp. 



be the same for a network and an in- 
dependent station. The difference is 
basically one of quantity (the num- 
ber of families tuned in and the fre- 
quency) rather than one of quality 
(higher earners, bigger families, 
etc.). 

John R. Vrba, vice president for 
sales at KTTV. Los Angeles, and; 
Larry Markes, advertising director of 
WNTA, New York, commented on 
commercial quality on independent 
stations. 

.Said Mr. Markes: "If you go out- 
side these major markets, you'll find 
the CBS affiliate has the same kind 
of local commercials which the inde- 
pendents in New York and Los An- 
geles have." National advertising, 
generally, is superior in quality to 
that of local clients. Many indepen- 
dents, with more time to fill because 
they don't pick up programs and 
revenue from the networks, are com- 
pelled to scramble for local business 
which major-market net affiliates 
might not want because they don't 
need it, he said. 

But Mr. Vrba says his station and 
many other independents have just as 
rigid editorial acceptance standards 
as any network affiliate. And Fred 
Thrower says his are more rigid, 
adding "We don't take bra and girdle 
advertising, or products such as 
Preparation H or mail order." 

The networks claim independents 
have successfully obscured network 
station identification in many areas. 
Said one network spokesman: "In- 
dies don't want a network station to 
keep the image it has, and they want 
people to be confused as to where 
they saw what. 

One ad manager of a tv client com- 
pany, commenting on the battle lines 
which the indies are drawing, gives 
his overlook position which may well 
typify that of his sponsor colleagues. 

"I hope this puts all of the stations 
on their mettle! The net stations 
should justify their high prices (in 
New York, a network 20-second prime 
spot slot costs $8,000; the same time 
on an indie, $2,000) and many of 
the indies should clean up their com- 
mercial schedules! 

"1 think healthy competition is 
good for all of thein. It's very en- 
couraging to see ABC come into the 
ranks and give the other nets a run 
for their monej . And I like to see 
the independents scrap for quality 
as well as effective sales." ^ 
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WLOS-TV - 

FIRST in the Carolina Triad ! 

All measurement surveys show that WLOS-TV is 
FIRST in the Carolina Triad in delivering the 
audience for your product or service at a low, low 
CPM. Get all the facts from your PGW Colonel. 




NORTH 
CAROt'NA 



ASHEVILLE, N.C. 



< 





GREENVILLE, 

S.C. 



SPARTANBURG, 

S.C. 



7 of top 1 0 programs. 

Highttt-rattd Movies in Enllrt triad. 



SOUTH 
CAROLINA 




-METCCN 



WLOS-TV 



towering new force in Southeastern TV 

Unduplicated ABC in 
Greenville • Asheville • Spartanburg 

WLOS AM-FM 

Represented by: Peters, Griffin, Woodward, Inc. 
Southeastern Representative: Jamts S. Avert, Ca. 




Largest TOTAL circulation. 

Iwiitt night-tint* wt*kly circulation 
343.200 Hamttt 



M'ONSOK • 4 JULY 1959 



IN INLAND CALIFORNIA (and western Nevada) 



BEELINE 

RADIO 



McClatchy's Reno station, KOH, covers one of 
the nation's most diversified recreational areas. 
Superb hunting and fishing begin practically 
at the city limits. Water sports? Lake Tahoe is 
just one of the nearby lakes. Winter sports? 
The 1960 Winter Olympic site, Squaw Valley, 
is just one of the excellent areas nearby. All 
these attract and hold people with a surpris- 
ingly large amount of money to spend. And 
you can sell them on Beeline radio. 

Purchased as a group, Beeline stations give 
you more radio homes at a lower cost per 
thousand than any combination of competitive 
stations . . . lower by far. (SR&D and Nielsen) 



"3 

1%. 1 




KOH O RENO 

KFBK o Sacramento 

A5 \ 

KBEE ° MODESTO 

KMJ O FRESNO. 

^ \ 
KERN ° BAKERSF E D 



Fishing is good in the Truckee River, downtown Reno. 



fUteClodbdUAf &toodcc*tiA*q Cot*cf30Auf 



SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO. ( NATIONAL REPRESENTATIVE 
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SPONSOR ASKS 

{continued from page 19 I 

mv opinion is better liaison between 
the agencies and the stations. 

The '"Dear Mr. Promotion Man- 
ager'' form type letter is the quickest 
way I know not to get much co- 
operation from the station's promo- 
tion department. 'Hie average pro- 
motion manager is working very hard 
these days to try to give clients the 
best possible promotion effort. Rut 
ofttimes the same form letter asking 
for jumbo mailers, wires, gimmicks, 
etc. is sent to the promotion manager 



Don' I make 
demands on 
stations that 
don't get your 
business 



with one I.D. a week as is sent to the 
station guys that received a nice 
chunk of revenue. If the station did 
not get a large schedule, there should 
he fewer demands. It is very pleasant 
to get an occasional request for pro- 
motion that is in line with the amount 
of business placed on your station. 

Personal station visits from agen- 
cy personnel seem to be on the up- 
swing as of late and this generally 
pays off. If a new product is being 
introduced in a market or a large 
nation-wide promotional campaign is 
being set up, there is real value in 
a personal visit. It gives the promo- 
tion manager an opportunity to set 
forth his ideas and opinions and, at 
the same time, get a good idea of 
what the agency would like to do. 
Too. he can explain his markets pe- 
culiarities and make valid sugges- 
tions. For instance, maybe jumbo 
mailers are well received in Norfolk 
and Oshkosh — Rut shelf talkers are 
better in New Orleans and Denver. 

Promotion is certainly asserting 
itself in the broadcast field these 
days and promotion managers are be- 
coming more and more important to 
their organizational structure. The 
Broadcast Promotion Association 
started a few years ago has proved 
its -value. It has given promotion 
people an opportunity to swap knowl- 
edge and has greatly emphasized pro- 
i motion's importance in the broadcast 
I industry. ^ 




WCAU 

FEEDS MORE 
FAMILIES... 

490,900 a day! More different 
families daily and weekly than 
any other station in town* When. 
Philadelphians head for the pic- 
nic grounds during the summer, 
they pack along WCAU. While 
they're eating, sell them tomor- 
row's dinner, or a new fishing 
rod, or some high octane gas for 
next week's trip to the Poconos. 
Summertime creates a huge ap- 
petite for goods. WCAU's 18 top 
local personalities can make it 
a picnic for your product! 

•latest CUMULATIVE pulse analysis. 

WCAU RADIO PHILADELPHIA 
Represented by C6S Radio Spot Sales 
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WRAP-UP 

NEWS & IDEAS 
PICTURES 



TOKEN RADIO is presented to Brig. Gen. Wm. A. Gross by Dan Hydrick, gen. mgr. of 
WSH, Norfolk, who hosted recent FM-Multiplexing meeting attended by over 100 broadcasters 




PAST AND PRESENT merge as WINS, Dayton celebrates its 39th year of broadcasting. Here 
d.j. Johnny Spring publicizes event by donning '90s bathing suit, joining be-modeled surrey 




AGENCIES 



Bryan Houston, which not so 
long ago was one of Madison 
Avenue's more thriving shops, 
lost its identity this week via the 
merger with Fletcher Richards, 
Calkins & Holden, Inc. 

The last two elient exits that pre- 
ceded the Houston merger: Dristan, 
to Tathum-Laird, and Nescafe, to 
listy. a total of $17 millions. 

Houston himself joins the merged 
operation but William R. Hillebrand, 
president, will move elsewhere. 

Latest estimated billing of FR, 
C&H: $45 million. 

Agency appointments: Hambro 
Automotive Corp's Austin line, billing 
$75,000 plus, from the McCarty Co., 
to J. M. Mathes . . . Georgia Shoe 
Manufacturing to Harris and Weill- 
stein Associates, Atlanta . . . Miles 
products, new products division, to 
Henderson Advertising, Green- 
ville, S. C. . . . XETV. Tijuana-San 
Diego, to William Nietfeld & 




TO SEE THE SEA, agcy. execs, clients and 
reps come out for WRCA and WRCA-TV, 
New York's fifth annual boat ride. Raffle win- 
ner turned down mermaid for $50 cash award 




'59 FORD goes to Mrs. A. H. Burg for 
naming hit tune. Presenting keys I to r: j 
Peter Boyson, WLOL, St. Paul, co-sponsor 
Red Owl Stores' Pat Collins, Chas. With 
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Assoc., San Diego . . . Carlsberg 
Breweries, for its Western regional 
advertising, to Cole Fischer <!t 
Rogow, Beverly Mills . . . Bunny 
Bear, Ine., Everett. Mass.. juvenile 
accessories, to Htiag & Provandie, 
Boston. 

Pfew Miami agencies: Spencer Hill, 
formerly associated with Maxon and 
JWT, and Joseph Lincoln, former 
media director for Y&R, New York, 
have joined to form Hill & Lincoln 
. . . Ben Robert Drake, former sales 
account executive at WBKB, Chicago, 
has formed his own agency, Drake 
Advertising. 

New branch olfice: John W. 
Shaw opening an office in Los 
Vngeles. with Jack Schulter as man- 
ager. 

Personnel realignment at Guild, 
Basconi & Bonfigli: 

• Media director Lyn Gross as- 
sumes administrative head of media 
in San Francisco. Media buying and 
other activities for accounts serviced 



in branch offices, will be handled In 
those offices. 

• New appointments: Frank 
Gianatassio to media director. New 
York; William Franklin to creative 
administrator. San Francisco; Rich- 
ard Tyler to coordinating account ex- 
ecutive for Ralston: George Allen to 
office manager and Karl Gruener tv 
show procurer, Hollywood, and Dave 
Fullmer to head tv commercial pro- 
duction. 

Personnel moves: Jon Dintle- 
man, radio-tv director, Wentzel & 
Fluge, Chicago . . . John Fleming 
Ball, from CBS TV to JWT's tv 
department . . . Otis L. Wiese, crea- 
tive review committee, Leo Burnett 
Compan) . . . C. M. Grove, media 
director. Van der Room, Hunt, Mc- 
Naughton. Inc., Los Angeles . . . 
Robert T. Nathe, to director of 
radio-tv programing and production, 
DCSS . . . Nellene Zeis to media 
and research mgr.: Jacqueline 
Wille, tv time buyer, Pat Gries- 
haber, tv coordinator, and Marianne 
McXeive, media assistant at Krup- 



uick & Associates. St. Louis . 
David J. Hopkins, mgr., Mr-Caim- 
Frickson, Los Article* . . . Clifford 
Wilson, media director, K&F, De- 
troit . . . Richard S. llammett. 
manager of research. Y&B, Chicago 
. . . Olive Lillehei, group head. 
Compton . . . ('Illuming Hndlock. 
radio-tv director, James Thomas 
Chirug & Co. . . . Don Blauhut, 
production head. Farkson Advertis- 
ing. Hollywood . . . Earl J. Ober- 
meyer, account executive: Philip II. 
Cohen, board of directors, SSCB . . . 

They became v.p.'s: Paul Keller. 
Reach. McClinton . . . Bernard J. 
Gross, Edward H. Weiss and Co., 
Chicago . . . Mortimer Berkowitz, 
Jr., and Joseph Henrici. BBDO 
. . . Frank Davies, Cunningham & 
Walsh. 



ADVERTISERS 



Carnal kin Milk (EW,R&R) is 
returning to network tv (ABC) 
after a two-year hiatus. 



DO IT YOURSELF LUAU kits set mood of WINNER TAKE ALL is motto of d.j. Dick Whittinghill of KMPC, Hollywood, as he collects 

KABC-TV, Hollywood's press preview for its prize 1901 Olds complete with bevy of beauties. Lucky d.J. reaped rewards for beat- 

"Salute to Hawaii." With Hawaiian miss, ing out 27 other record spinners in popularity poll conducted by local soft-drink manufacturers 
Arnold Carr, station's asst. publicity director I \ 
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Advertising, 



It's committed already for an al- 
ternate week of Sugarfoot, and 
there'll likely be another Carnation 
buy on the same network before the 
new season gets under way. 

Campaigns : 

• Grosset & Dmilap will inau- 
gurate a national children's book 
sales campaign in the fall via ABC 
Radio and the Don McNeill Break- 
fast Club, Mon.-Fri., 9-10 a.m. The 
agency : Friend-Reiss 
New York. 

• Dorran's Frozen Pizza 
(through the Zlowe Co.) is launching 
a summer radio campaign pegged to 
a catchy jingle based on "Le Donna 
E Mobile" from Rigoletto. Twelve 
spots per week (60s, 30s, I.D.'s) have 
been placed on WMGM, WINS and 
WMCA, New York stations, with Con- 
necticut, Pennsylvania, Maryland and 
Massachusetts next on the list. 

• Carolina Rice (through Dona- 
hue & Coe) has placed 200 spots per 
week on metropolitan New York radio 
stations to run throughout the sum- 
mer. 

• Vanguard, a new cigarette, is 
being test marketed in Dayton. Ohio, 
by Bantob Products Corporation. The 
cigarette is being promoted via radio, 
tv and print. The agency : H. W. 
Warden Associates, New York. 
Premium: Rinso Blue is offering 
a 12-volume children's "Picture 
Book" encyclopedia, with a national 
campaign supported by tv and print, 
beginning this month and to continue 
through 1960. 

The notion behind the promotion: 
Families with children use 2-3 times 
more detergent than childless fam- 
ilies. 

Thisa 'it' data: On 27 June, Dodge 
celebrated its fifth year for Lawrence 
Welk on ABC TV ... At a meeting 
in Philadelphia, the Delaware Val- 
ley Toy Dealers' Associates at- 
tested to the power of tv to sell toys. 

Kudos: To Paul Halm, president, 
and John Crowe, senior v.p.. of the 
American Tobacco Co. the Cross of 
Commander of the Royal Order 
of the Phoenix, for promoting the 
development of the Greek tobacco ex- 
port industry, presented by King Paul 
of Greece ... To Don Mitchell, 
General Telephone and Electric presi- 
dent, and chairman of the board of 
{Please turn to page 67) 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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Madison Ave next week comes under the probing spotlight of the FCC when a 
number of program specialists will be asked what they know about the practice 
among tv networks of tying up program sales with prime time allocations. 

The questioning — part of the FCC's study of radio and tv network broadcasting methods 
— will take place in New York 

Meanwhile back at the Capital the U. S. supreme court handed down a decision that 
should be quite gratifying to stations that have felt the sting of Sec. 315 of the Communica- 
tions Act. 

The decision: WDAY, Fargo, N. D., could not be held libelously responsible for what 
some political candidate said. The court agreed with the station's contention that the law forced 
the granting of time to the alleged libeler and hence the station could not be held liable 
for his statements. 



The Sec. 315 hearings adjourned before the Senate Commerce Committee, 
but the witnesses had to shuttle right back down from New York and elsewhere 
for identical hearings before the House Commerce Committee. 

Only difference will be appearance before the House group of Robert Bicks, Justice anti- 
trust chief, as a part of the Rep. Oren Harris (D., Ark.) vendetta against the Justice Depart- 
ment. Harris, chairman of the committee, was bitterly critical of intervention (unsuccessful) 
by Attorney General Rogers in the FCC Lar Daly proceedings. President Eisenhower had di- 
rected Rogers to intervene. 

Broadcasting industry witnesses earlier ran into Sen. John Pastore (D., R. I.), chair- 
man of the Senate Commerce communications subcommittee, and his position that a reversal 
of the FCC Lar Daly ruling is the most Congress will do about Sec. 315. This week all but 
one member of the House Commerce subcommittee took that position. 

Pastore's refrain, and that of the Congressmen, is that broadcasters are human, are some- 
times mixed up in politics, have their personal preferences, and so it is safest to keep most of 
Sec. 315 intact. The Lar Daly ruling had no friends, though, and all the legislators appeared 
still to agree that newscasts must be exempted. There was considerable backing for going fur- 
ther to exempt discussion, documentary and special event programs, such as the political con- 
ventions. 



The FCC closed off its hearings into uses of the spectrum between 25 mc and 
890 mc, a part of the band in which all tv and fm, and certain auxiliary broad- 
casting services are located. 

Spokesmen for industrial and mobile uses of the spectrum all pointed to the crowded 
state of the frequencies assigned to them, and all cited the importance of their industries or 
services to the public and to the national defense. None made any direct plea for fm or tv 
space. 

The FM Broadcasters Association, however, argued that their service is coming along 
fast and needs all the space it lias. 

The Association of Maximum Service Telecasters asked for more vhf channels, either 
between present channels 6 & 7 (the abode of fm and some non-broadcast services) or above 
present channel 13. AMST said uhf space could be traded. 
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Marketing tools, trends, news, 
in syndication and commercials 



FILM-SCOPE 
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Keep your eye on a new General Foods-Benton & Bowles formula for hitch- 
ing network and spot expenditures to the same program scries. 

The new formula is this: In addition to buying Fury Saturday mornings on NBC TV 
for Post cereals, GF has also ordered syndicated re-runs of the same program for IS 
markets. 

The ITC show, known in syndication as Brave Stallion, has already been ordered in 
Los Angeles, Sacramento and Lincoln, Neb. Weekday time slots around 6 p.m. are still being 
cleared in nine other markets. 

The formula: 26- week alternate sponsorship buys, with the money coming out of the 
budget that formerly bought announcements for Post. 

Motive for the buy: to capitalize on the network identification of the show, with 
re-use to bolster individual markets. 

GF is apparently cashing in on this opportunity. It has a long-standing network show 
which only recently also became available in syndication. 



You can expect tv tape programs to start replacing feature films in a few local 
time slots this fall. 

One 90-minute tape show is probably going to be scheduled on late Saturday night pe- 
riods on several outlets in October. 

The show, Max Cooper's Winter Baseball, is a 26-week series taped in Cuba and edited 
down to 90 minutes in length. 

For details, see Film Wrap-Up, p. 67. 



Syndication more than ever before is playing a key role this season in the fiscal 
life of the independent station. 

WPIX, New York, for example, enjoyed a 13% January-to-May rise in sales vol- 
ume this year by virtue of a three-pronged use of syndication. 

Here's what the station did: 

1) Programed each night of the week with syndication in thematic blocks for view- 
ing cohesiveness, essential in the 7-station New York market. 

2) Sold combination alternate sponsorships on an impact basis to national advertisers, 
such as Bristol-Myers' Ipana, Sal Hepatica, BuSerin and Ban and to L&M, P&G's Spic and 
Span, and others. 

3) Produced hour-long documentaries for sale to other stations. Without a major field 
force, WPIX sold its Russian Revolution special to 61 U.S. and Canadian outlets and its Cold- 
War-Berlin -Crisis to 52 outlets. 



The announcement this week that two Wall Street investment banking houses 
— E. Eberstadt & Co. and Lazar Freres & Co. — were making an investment in Ziv 
Television Programs, Inc., caused a considerable flow of speculation within the 
trade. 

It was emphasized in the announcement that the transaction involves no change of any 
kind in the management or operation of the Ziv company. And, that Frederick W. Ziv, chair- 
man, and John L. Sinn, president, will retain their present offices and remain substan- 
tial stockholders. 
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FILM-SCOPE continued 



Keep in mind that the progress of tv tape in program production is necessari- 
ly a matter accompanied by much trial and error. 

Among non-technical circles, a split of opinion has developed, with some executives con- 
vinced of tape's potentialities, and others worried over thorns encountered in early uses of the 
relatively new recording medium. 

One producer told FILM-SCOPE that excessive enthusiasm for tape if not based 
on hard experience might spur a minor reaction against it within a year. 

A West Coast studio man mulling tape conversion pointed out that while there was some 
producer disappointment right now with tape, he expected tape eventually to replace film, hut 
the transition might take five years. 

Syndication hopes continue to rely heavily on international business since ex- 
ports often spell the difference between profit and loss on specific shows in indi- 
vidual years. 

Expansions and optimism continued last week with these moves: 

• ITC reported a $600,000 gross in Latin America and the Far East, twice as high as that 
of its predecessor (TPA) in a comparable six-month period. 

• Flamingo will jump into international distribution, with offices set for London. This dis- 
tributor recently became part of the Buckeye Corp. 

However, insiders regard talk of the past few seasons on international sales potential as 
vastly over-rated. 

Misleading factors have been the attempts to compare foreign station lists and tv set 
counts with the U.S. on a one-for-one basis: Actually it's ad and program expenditures that 
count, and these are still everywhere far below U.S. levels. 



COMMERCIALS 

New uses for music are taking an unexpected place in the creative vogues of 
commercials of recent weeks, and agency men have asked musie producers to come 
in to give seminars on pre-scoring and other new developments. 

Music Makers, for one, has been visiting Ogilvy, Benson & Mather and Warwick & Leg- 
ler, and demonstration music clinics are on the calendar for Cunningham & Walsh and DCS&S. 



Videotape Productions has come up with a number of new techniques in mak- 
ing commercials that prove tv tape has resources never possessed by either live tv 
or film. 

For instance, time lapse dissolves are being accomplished by rerecording of a series of 
tapes made with a model walking through different sets; the backgrounds appear to dissolve 
into each other. 

Another one: an emphasis technique for visual copy, reminiscent of the old bouncing 
ball idea, is the use of a dancing couple whose movements point out one phrase or word at a 
time. 

Note that for film this technique would require extra steps and costs for opti- 
cals, but with tape the result is instantaneous and any changes that might be need- 
ed arc done a few minutes later. 

The use of stylized art backgrounds rather than actual props and locations is 
the latest innovation to be added to the visual-squeeze commercial. 

Muriel Coronella, through Lennen & Newell, is said to be first with the method. 

Incidentally, Transfilm, producers of this commercial, report that they have made a total 
of 50 commercials to-date using the visual-squeeze approach. 
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Watch for the more aggressive type of tv stations to revitalize the daytime 
sector by stepping up promotion and improving the quality of shows. 

Slight as is the dropoff in daytime audience, these broadcasters are bent not only on stop- 
ping but reversing the trend. (See chart, page 20.) 



BBDO was disturhed last week hy NBC TV's disclosure that duPont's anti- 
freeze division will participate in three specials this fall. 

Seems the client hadn't as yet told its field sales force about the tv splurge. 



The report persisted this week that United Airlines, currently with Ayer, has 
hecouie receptive to a change in agency. (American only recently skipped to Y&R.) 

Probable cause for the whole field's restiveness: The singular popularity of jet flights 
has made it imperative to find ways of keeping up the load factors on other types 
of planes in the fleet. 

Several petroleum companies have found themselves booted around on the lo- 
cal scene because stations are making room for Texaco's sponsorship of the NBC News. 

Esso, for instance, got nudged in five situations. In one market it pulled out alto- 
gether, and in the others it either moved to a later spot on the same station or changed 
stations. 

Tv will pour hack into newspapers some of the money weaned away from that 
medium. 

The reimbursements will come via the huge sums that will he spent on sizable spot- 
light ads this fall, especially to publicize some 175 specials and such series as Ford's Tv 
Finest on NBC and the debut of Perry Como for Kraft. 

NBC is committed to spend at least $100,000 for the Ford extravaganzas in 
print. 

Madison Avenue, as the result of a recent episode, again is sharpening up this moral: 
If you're well known, and your negotiations for another joh become too open, 
you can find yourself so far out on a limb that you have no choice but to move. 

In this particular episode, the agency boss took the position that the negotiation pub- 
licity had become so loud that it was embarrassing the agency with its two top 
clients. 



Tv stations carrying the American Motors spot campaign are, in most cases, 
making sure that dealers are fully aware of what's happening. 

Behind this urge to maintain close dealer channels is a lesson learned from Pontiac. 

During a dealer swing, Pontiac chief Seinon E. Knudsen asked some dealers 
what they thought of the tv spot campaign they were getting. The rejoinder was: "What 
campaign?" 

P.S. : Pontiac abandoned spot tv. 
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A giant "Super Scooper" of International Minerals 
& Chemical Corporation dredges the mineral so 
vital to national defense phosphate from 
extensive reserves in central Florida, this coun- 
try's richest source. 

In 1958 alone, 4,547,406 tons of this important 
mineral were shipped from the MARKET ON 
THE MOVE — TAMPA-ST. PETERSBURG. 
These Twin Cities of Progress are now 26th 
in retail sales, 26th in automotive sales, 27th 
in drug sales. 

Dynamically progressive . . . dynamically profit- 
able as a buy for you . . . is the STATION ON 
THE MOVE, WTVT . . . first in total share of 
audience* with 38 of the top 50 programs . . . 
with highest rated CBS and local shows. 
* Latest ARB 



station on the move . . . 

WW I f I 

TAMPA - ST. PETERSBURG 
Channel 13 

The WKY Television System, Inc. 
WKY-TV WKY-RADIO WSFA-TV 

Oklahoma Cily Oklahoma City Montgomery 

Represented by the Katz Agency 
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FARMER'S DAUGHTER DOES 
EVENING CHORES! . . . 

. . . while Ivy League farm boy waits outside 
in convertible. That's today's picture of our 
bountiful Land of Milk and )^oney. Yes, 
here's a unique market of small cities and big 
farms ... 42% rural and 58% urban . . . 
more than 400,000 homes enjoying Channel 
2-CBS television. 

ANY CHORES YOU WANT DONE? 




REP. WEED TELEVISION 



^^FANTIGO 
MTwAUSAU 

■ STEVENS PT. 
WIS. rapids" 



MENOMINEE 
MARINE 



OCONTO 



mscn 




VV ISCONSIN 
* APPLETON 



STURGEON 



<3 




r 

l o 

J,.*,, s 
MANITOWOC 



FOND DU LAC 



SHEBOYGAN 



WEST BEND 



THE LAND 
OF MILK 
ANDKONEY 

WBAY i 2 

GREEN BAY 
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WRAP-UP 

(Cont'd from page 60) 

Sylvania. the Young Executives in 
Sales Club's "Boss of the Year" 
award. 



FILM 



Sponsorship of syndication is on 
the increase this year compared 
to 1957, according to a Ziv study 
of 30 markets. 

In the report, fully sponsored 
shows have climbed from 51 '< to 
5.5'f of Ziv shows over the past two 
vea rs. 

Alternate sponsorship also went up 
from 28% to 35% . 

One reflection of the sponsorship 
rise is the relative fall of participa- 
tion-backed programs, 'which dropped 
from 21% to 10%. 

Ziv also reported that location pro- 
duction of its syndicated and network 
shows rose from 50 r { in 1958 to 
GQ'y at present. 

Sales: Max Cooper's Winter Baseball 



on t\ tape sold to \\ ISN-TV in Mil- 
waukee. \\ RYA-TY in Richmond, 
and WOR-TV, New York: sales have 
also been made in Chicago, ho* 
Angeles. San Francisco. Salt Lake 
Cit\ and Pittsburgh . . . lTCs Ding 
Dong School is reported sold in 66 
markets . . . CM' sales of Cameo 
Theater to ViTVT. Tampa: WGEVI- 
TY Quincv: KARK-TY. Little Rock: 
KSHO-TV, Las Yegas: KFXD-TY, 
Wichita Falls: VNEM-TV, Saginaw: 
KCCC-TV. Sacramento: KSD-TY, St. 
Louis: WH10-TY. Dm ton. and 
WPSD-TV. Paducah . . . 1TCV Jeffs 
Collie report renewed in ft'Vt of mar- 
kets where initial contracts were Hear- 
ing expiration. 

Additional Sales: Screen Gems re- 
ports sales of individual features and 
specially tailored packages are flour- 
ishing: latest buyers of various fea- 
ture film groups are KRC/VTV. Los 
Angeles: VVL-TV, Yew Orleans: 
W\'IX-TV. Milwaukee; KSL-TY. Salt 
Lake City: K UTY. Salt Lake Citv: 
KTYR. Denver: KTYK. Phoenix: 
WRGB-TV. Schenectady: KROY-TY. 
San Francisco: ami WCKT. Miami. 



International sales: Fremantle's 
sale of Jungle in Mexico City bring- 
to 7 the total of sponsor sale- in that 
market. 

Production: l-iim«a\> ha- entered 
the t\ film production field with 21 
Beacon Street, -old for summer to 
NBC TV. 

Research: \1CA reports substantial 
increases in ARB ratings for it> Para- 
mount features on seven of the 15 sta- 
tions telecasting them lo date. 

Trade notes: Music Makers ha> 
joined the FPA of New \ ork . . . 
Aura Recording; Inc. has taken o\er 
the facilities of Cpastal Recording in 
New York. 

Commercials: \ Dutch studio. 
Joop Geesink Doll) wood, specialist 
in stop motion, has appointed Eric 
Pommeraiiee of New York it> I . S. 
and Canadian representative . . . 
Klaejier Film Productions has com- 
pleted location and studio commer- 
cials for Niagara Starch through 
Lennen & Yew ell. 



WB 



YOU CAN SELL 
ANYTHING 

SUCCESSFULLY 
ON WBC 
TELEVISION 



WBC TELEVISION DELIVERS THE GOODS. 

You'll find proof positive on the following pages. Of special interest' 
are the success stories from local advertisers- ■me^v/hcTcount the 



daily results. . .using WBC tejej?^si^fein r e^rselling mipacOiBroaff 
casting is basic whether yp^eseliing locally or nationally distributed 
products. WBCjsjw^-Sg-^-with resultslilcelftes^ 
w:hyzn^^lling~campaign-is -eemplete-withoutjhe WBC stations. 



Strictly personnel: Jerry 
Sehnitzer of Robert Lawrence Pro- 
ductions to Paris for Revlon location 
shooting . . . Len Kornhlum, 1TC 
controller, named 1950-60 chairman 
of the Tel-Film Credit Group . . . 
Joining the Ziv sales staff are 
Herbert J. Miller in Chicago and 
Lee Jacoway in Florida . . . Ziv 1TP 
international executives departing on 
sales tours include president Edward 
Stern and representative Joel 
Hrandel in Europe, v.p. Millard 
Segal in the Far East and v.p. 
Ralph Franklin to South America 
. . . John Maschio to head Bernard 
L. Schubert's new Hollywood office 
. . . New United Artists Associated 
officers include Henry J. Zittau as 
v.p. and treasurer, Herbert T. 
Schottenfeld as v.p., W. Robert 
Rich as v.p., Fred Hyman as v.p. 
and secretary and William Kline, 
assistant secretary. 

More Sales: Ziv reports a 27% in- 
crease in second quarter syndication 
volume over 1958 . . . Stations buy- 
ing CNP's Union Pacific include 
KR EX-TV, Grand Junction; WTOC- 



TV, Savannah: WEAU-TV, Eau 
Claire; KARD-TV. Wichita; KSWS- 
TV, Ro swell; WKJG-TV, Fort 
Wayne; WPST-TV, Miami; KSLA- 
TV, Shreveport; WSJS-TV, Winston. 
Salem; WDM J -TV, Marquette; 
WCTV, Tallahassee; WDBJ-TV, Roa- 
noke; WTVY, Dothan. and WCPO- 
TV. Cincinnati. 



NETWORKS 



Voluntary continuing surveys 
conducted by Bruskin Associates 
and Psycbological Corp. give tv 
top place on the family totem 
pole. 

Bruskin's poll showed that a cross- 
section of people deem the tv set the 
most important thing they have 
in the home and that the medium 
gives them the biggest satisfaction in 
comparison to other subjects and ac- 
tivities. 

The Psychological Corp.'s probe of 
how people ranged the networks in 
(1) familiarity, (2) "doing the best 
job" and (3) preference. 



NBC TV came out with the highest 
percentages on all three scores. 

In spite of the defection of 19 sta- 
tions (four of them bonus), CBS 
Radio has been able to restring its 
affiliation roster to the point 
where the coverage represents, 
the network says, 92.8% of the 
ratecard. 

The latest stations to walk out on 
CBS are KWKH, Shreveport, and 
KTHS, Little Rock, both under the 
same ownership. (These two stations 
are going along with Radio World 
Wide.) 

Alexander Film, of Colorado 
Springs, hopes to break into tv 
programing field via a news com- 
ment series featuring Mrs. 
Eleanor Roosevelt. 

Format: panel members com- 
menting on typical news clips. A pilot 
will be tv taped in New York 17 
July and peddled to advertisers and 
networks. 

Network tv sales : Armstrong 
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YEAR-ROUND BUSINESS BUILDER 

"We only stay on a program 

as long as it develops 
business. Here, WBZ-TV, is 
our contract for 52 weeks." 
S1MMONDS UPHOLSTERING 



INCREASES NICELY COVERED 

"Our volume increase in a recession year was very 

gratifying. The stature of the company was 
considerably enhanced,., hope our association with 
WBZ-TV will continue fetimany years." 
JOHN J. REILLY, President 
Emerson Rug: Company, Inc. 



TV GREAT ON MAIL ORDER 

'We sold over 600 thermometers 

—a $3.98 mail-order item- 
in two weeks on WBZ-TV. Sign 
us up for 6 more weeks." 

SKILL-BUILT THERMOMETER 



NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE STATI 



Cork Co. (BBDO), for a lS minute! 
segment on alternate Thursdays, and 
a one-ininute announcement alternate 
Tuesdays, on Top Dollar, CBS TV 
. . . Phillies Cigar, half sponsorship 
of The Russian-American trackmeet 
on NBC TV 19 July. 

On the specials front: Du Pout's 
Zerex antifreeze (BBDO) half 
sponsorship of two Milton Berle 
shows and a Jimmy Durante hour 
this fall. 

Thisa 'n' data: Arthur Godfrey 
mil confine himself, this fall, to his 
norning radio series. He will not do 
Person to Person . . . IVBC Radio 
las 52.1% of total sponsored time on 
ihe three radio networks as nioni- 
iored by Broadcast Advertisers Re- 
>orts. Inc. For the second consccu- 
'ive month ABC has more sponsored 
'lours than CBS. . . . ABC TV has 
'ompleted work on a new entrance 
o its Hollywood tv center . . . The 
SBC Fellowship Award for Jour- 
talistic Achievement to Morton 
fleischner. 



RADIO STATIONS 



Ohio has joined the ranks* of 
states having legislation that pro- 
tects broadcasters from being 
legally coerced to reveal the 
source of news information. 

The hill, however, stipulates that 
all commercial stations must maintain 
a record of sources of information 
for six months from the date of 
broadcast of such information. 

The measure becomes effective 26 
August. 

Ideas at work: 

• For the Saints & Sinners Milk 
Fund : KYA, San Francisco, spent a 
full week of fund raising to provide 
free milk for needy children. Among 
the activities: A matinee, where KYA 
played host to some 3.500: an on-tlie- 
air marathon from a specially con- 
structed remote studio and horse- 
drawn milk delivery carts touring the 
area and visiting ad agencies to raise 
funds. 

• WICE, Providence. R. 1.. is stag- 
ing its third annual "Charity Hole-In- 



One*' tournament. 10-18 Jul>. to ia! ? e 
money for the South Side Boys" Club. 
Station will award S5.000 in varied 
prizes to contestants. 

• A record for safety : Promot- 
ing safe, quick disposal of plastic- 
bags, WJBW, \ew Orleans, offered 
a phonograph record for even pla>- 
tic bag turned into the studio. The 
result: some UJ.OOO plastic* bags were 
exchanged for record*. 

• "Happy Pappy" promotion: 
WSAI, Cincinnati, received 2,330 en- 
tries in its Father's Day promotion. 
The three winners were honored at a 
Father's Day party at Coney Island 
amusement park with dinner, dancing 
and free rides for the whole family. 

• Riding the air waves: When 
the busses stopped running. KDEO. 
San Diego, offered to pay for travel- 
ers riding to work or town. The gim- 
mick: Stranded tra\elers carried large 
signs with KDEO call letters on them. 
Stopping motorists could turn in 
these signs to the studio and receive 
a free recording for each properh 
endorsed sign they brought in. 

• Password: WOWO. Ft. W ayne, 
promoting its mobile unit news coy- 
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TRIPLED PREVIOUS YEAR 

^bilt's successes have been so greatly related to 
'Daily Almanac' ! In addition to tripling 
ious year's business, in the Fall of '58 we sold 
ntire production for well into the winter!" 
LEONARD GILMAN, President 
Gilbilt Lumber Co.. Inc. 
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TOO MANY SALES! 

"He didn't have enough 
salesme>i to handle the 
tremendous number of leads 
obtained through WIIZ-TY." 
S ALA DM ASTER 



jYBZTV Boston 



erage, featured free admission to sev- 
eral dri\e-in theatres to persons who 
knew the password, which was, 
"Perry Sleckhack," WO WO mohile 
newsman. The word got around with 
both theatres displaying SRO signs 
for the evening. 

• Birth announcement: While 
painting a billboard promoting his 
show on KING, Seattle, d.j. Ray 
Briem was told that his wife was 
about to give birth. Before leaving 
his sign for the hospital. Brieni paint- 
ed "Wife having baby today." He 
later returned and painted the happy 
ending, "It's a boy.*' 



Station purchases: Consolidated 
Sun Ray. WSA1, Cincinnati, from 
Sherwood Cordon . . . Buckley- 
Jaeger Corp. of Conn.. WDRC. Hart- 
ford. 

Noteworthy sales: Lake States 
Imports, 13 week schedule. WBBM, 
Chicago . . . The Plymouth 
Dealers Association of Southern 
California, seven news and sports 
buys. KFI ami KJNX, Los Angeles. 



Opening new office: Keystone 
Broadcasting, in Detroit. Michigan, 
with Edwin Peterson. Jr.. gen. mgr. 

Thisa 'it' data : WRVA, Richmond, 
Va., has a new 29-foot mobile unit 
equipped with heating and air condi- 
tioning, a sound treated studio and 
office space . . . WBZ, Boston, and 
WBZA. Springfield, hosted their new 
AM sales reps in Boston with a wel- 
coming part) and several surprises, 
including a ride in a police depart- 
ment wagon . . . Rex Rand, president 
of Rand Broadcasting, which op- 
erates WJQNZ, Miami, WE AT, Palm 
Beach, and WINQ, Tampa, bought 
the Biscayne Terrace and Biscayne 
Plaza hotels in Miami . . . Another 
station that increased news coverage 
during a paper strike, WIL, St. Louis 
. . . Edwin Tornherg has left Allen 
Kender & Co., to go on his own 
as a broker of radio and tv stations 
. . . oO radio stations in 27 states 
have requested the Bartell Radio 
Group documentary on juvenile delin- 
quency. The Critical Years. 

Kudos: KMOX, St. Louis, the 



Catholic Broadcasters Association's 
"Golden Bell Award" . . . WRNL. 
Richmond, Va., the Department of 
Army award for its support of the 
Army information program . . v| 
KBOX, Dallas, U.P. International 
award for outstanding news coverage 
in 1958-59 . . . WBZ, Boston, and 
WBZA, Springfield, for their public 
service program. Alcoholism — Publu 
Health Enemy Number Four, to be 
presented by a representative of Gov- 
ernor Foster Furcolo. for the citizens 
of Mass. 
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Station staffers: Charles LeMieux 1 
Jr., to sales manager, WINS, New 
York . . . Tom Chauiicey, president 
and general manager of KOOL, Phoe 
nix. elected to the CBS TV Affiliate 
Stations board of directors . . . Ir\ 
Lichtenstein, to station managei 
and Larry Marks, director of adver 
Using for WNTA, New York . . . B 
Hamrick, to general sales manager 
KDUO-FM, Los Angeles . . . Juditl 
Lawton, director of sales promotion 
advertising and publicity for KFI 
Los Angeles . . . Milton Ritzlin, tc 
central auditor for the Balaban Sta 




1 TV-SHOW-2 NEW STORES 

"Owned one drive-in. Started 
advertising on W.JZ-TV m Dee. '57 
...by summer '58 ivc 
opened two new drive-ins." 

R. C. FISHER, Ameche's 
Hamburger Drive-In 



WJZ-TV TOPS OTHERS! 

'WJZ-TV's program (Ford 'Station Wagon 
Living Shoiv') brought «s biggest 
turn-out yet. Response in 11 
other cities couldn't compare." 

EDWIN A. DANIELS 
Moiulawmin Corporation (Shopping Center) 



NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE ^/S*p) STATI 



ions . . . Joseph Areiga, nicrrhau- 
lising and promotion director, K \L1, 
|^os Angeles. 

More personnel moves! James R. 
Sryant to sales promotion mgr., 
A DAK, Columbus. Ga. . . . (irahain 
Richards, national program diree- 
or. Storz Broadcasting Co. . . . Lor- 
•ie Barofsky, assistant to the niaii- 
iger of advertising, publicity and 
iroinotion. \\'UC\ r , Philadelphia, l'a. 
. . Tom Shaw to sales mgr., KIAZ, 
\niarillo, Tex. 



REPRESENTATIVES 



Adam Young's resignation from 

I lie RAB this week was not in the 
nature of a disaffection, hut was 
Motivated hy his desire to use the 
Money on his own projects. 

^ oung lias several industry studies 

II certain areas under way and. since 
he firm's funds for research-promo- 
ion projects are limited, lie had to 
Inake a choice of continuing with 
1AB or diverting the dues to more 
,irgent needs. 



Rep appointments: kEWB. Gak- 
laiitl, to the Katz Agency . . . K WZ, 
Houston, to H-R Keps . . . Kl \C, 
Los Angeles, to Kohert E. Eastman 
. . . WHAT, Philadelphia and the 
Kouiisa\ille Radio Stations (W'CIX, 
Cincinnati: W'LOC, Louisville: 
YTAIBM. .Miami: \V\ OL, Nashville: 
WYLl). New Orleans and \YTUP, 
Tampa-St. Petersburg I to the John 
E. Pearson Co. . . . WHIP, Chatta- 
nooga, to For joe it Co. . . . WAOK, 
Atlanta, to Daren E. M«t*(*avr«n . . . 
WADA, Shelbv. X. C. to (Irani 
Wehh . . . Yvi'EO. Peoria. KDAY. 
Los Angeles, and hvlOA. Des .Moines, 
to Adam Young . . . WTA.Y Spring- 
field, 111., to Gill-Perna. 

Strictly personnel: Jack Davis, to 

executive v. p. of Bernard Howard & 
Co. . . . Dale Stevens, to the Chicago 
sales staff of Robert E. Eastman . . . 
Boh Jones, to the radio division of 
Edward Petrj & Co. as salesman in 
\e\v York . . . Hunter Bell Jr., to 
the Atlanta office of PGW as a tv 
account executive . . . Dorothy 
INieholls. to the research staff of 
Blair-TV . . . Kohert Soiiimerville, 



tv account executive, l'GW. >aii Fran- 
cisco . . . W illiam Cruinhley, re- 
search-Marketing. W eed . . . Sal Ago- 
vinti, radio sales >ta(T. ll-K . . . 
David Harris, account executive. 
Meeker. New Yolk. 



TV STATIONS 



WBHM, Chicago, the station 
where the issue exploded, pro- 
dueed a special dealing with Sec- 
tion 315 and the ECC's latest 
riding on this equal time hot 
potato. 

Tape episodes included interviews 
with FCC commissioner bred Ford. 
Sen. Vance Hartke ll). Ind.l. \\ illiain 
Price, executive secretary of the 
I "nitotl Independent Socialist Com- 
mittee, and Kichard S. Salant. CBS 
corporate v. p. 

Triangle's Roger Clipp took the 
lead in a New York conference 
last week to urge that t\ stations 
do a lot more than they have in 
promoting color tv. 

Clipp said that color has an "enor- 




ORES CLAMOR FOR COOKIES 

nmcdiate and terrific rcspo>ise to 
WJZ-TV preview of cookies. 
Kind was so great we had to start 
istribution ahead of schedule." 

A. VINTON FEETE 
iddenieirer Co. Inc., for Maryland Biscuit Co. 



IMMEDIATE REACTION NOW IN EVERY CHAIN! 

'From the moment Dob-A-Loop appeared "In just one month, received 0,000 coupons 

on WJZ-TV, there arose from WJZ-TV offer, 

an immediate reaction for the toy Instead of poor distribution, product 

at every store." now in every chain!" 

ROBERT HYATT. V. P, Azrael Advertisins CHESTER G. WHITE. White's Service Sales. Inc. 

for Romeo Enterprises (Toys) for Original Crispy Pizza 



VJZ-TV Baltimore 



niuus potential" for sales and all that 
this sort of aggressive promotion 
would cost is time and energy. 

TvB's Norman Cash, who partici- 
pated in the color pep rally along 
with RCA. NBC. appliance people 
and others, noted: 

• Rather than coasting on the 
highest billing levels our industry has 
ever imagined, tv must use color, as 
newspapers and magazines alreadv 
do. 

• With more than 10 million sets 
read) for the junk heap. 2.500.000 
more homes would use tv in the day- 
time, if these homes alone were con- 
verted to color. 

• There exists a potential increase 
of $70,000,000 in gross income from 
advertisers who are now spending 
their dollars where color is available 
to them. 

The hoard of directors of Trans- 
continent Tv Corp. elected four 
new directors and a v.p. at its 
meeting just after formal arrange- 
ments had been made for Transconti- 
nent to acquire the stock of Marietta 
Broadcasting. 



.New directors: Jack Wrather, 
president, Jack Wrather Organiza- 
tion; Monte Livingston, executive 
v.p., Wrather Organization: Edward 
E. Voynow, president, Edward Petry, 
and Walter Walz, associate, Loeb. 
Rhoades & Co., New York. 

New v.p.: George Whitnej. former 
v .p. of Marietta Broadcasting. Inc. 

Ideas at work : 

• Oh the hall: WRCV-TV, is 

distributing packages which contain 
three golf balls to agency men. with 
this greeting: "Have a ball this sum- 
mer, compliments of a Philadelphia 
friend." 

• Bearing up: Having paid trav- 
el expenses for a polar bear cub from 
Alaska to the National Zoo, WMAL- 
TV, Washington. D. C. is conduct- 
ing a name the cub contest for young- 
sters. The prize: an eight-day vaca- 
tion in Alaska. 

Station purchases: Connecticut 
TV Corp. (W. L. Putnam. Ham 
Balaban. Herbert Sheftel principals!. 
WNBC-TV and WKNB. New Britain, 
from NBC. 



New affiliate: WAVY-TV, Ports- 
mouth, Va., with NBC TV. 

Thisa V data: TvB noted in a re- 
lease last week that Tv's gain of 
589,870,998 in '58 over '57 in net 
and spot billings wiped out a loss of 
S52,006,297 recorded by other media 
and was responsible for the 837,864,- 
701 increase in the top 100's total 
billing . . . WOR-TV, New York, 
will telecast winter baseball and 
award cash prizes to outstanding 
players . . . The recently published 
The Art Director at Work contains a 
section on tv art. The contributors: 
William Duffy, senior art director, 
McCann-Erickson; Edward Bennett, 
mgr. of design and art, NBC TV; 
John Hubley, Storyhoard, and Chris 
Jenkins, story editor, Playhouse Pic- 
tures, Hollywood . . . Based on the 
April 1959 Nielsen report for New 
York, WABC-TV, cla ims that near- 
ly 87% of all homes in the New York 
area watch their nighttime programs 
every week . . . WCBS-TV, New 
York, claims the largest audience ever 
for its Late Shoiv, 722,000 nightly 
. . . WCAU-TV, Philadelphia, is is- 
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BIGGEST SALES IN 40 YEARS 

'KDKA-TV gave us the greatest sales 
in our AO year history 
—and cost less per sale than any 
other major campaign!" 
MARVIN AND JERRY JOSEPHS 
Kinyr's Clothes. Inc. 



BASIC BUYING HABIT CHANGED— IN WEEKS! MILK DRINKERS UP SALES 10% 



"KDKA-TV pushed the 'Family' 
loaf for a month— now 
it's the outstanding leader in 
the Tastcmastcr line." 

LARRY ROTHMAN. S. Laurence Kothman 
Company for Vienna Baking Company 



"KDKA-TV's large and 
loyal audience has increased 

milk-drinking to the 
tune of 10% in over-all sales." 

U. FRIEDMAN. Friedman & Rich 
for Reverly Farms Milk 



NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE f») 



STATI 



suing a brochure to publicize the lat- 
est Philadelphia ARB findings that 
UO'/x of their audience is adult . . . 
Richard Hogue, v. p. and gen. mgr. 
KXTV, Sacramento, presented an 
$8,000 check to KVIE gen. mgr. 
John Crabbe, as part of the former 
station's continued support of Sacra- 
mento educational tv. 

Personnelities : Bob Lyte, named 
promotion director, WWL-TY. New 
Orleans . . . KXTV. Sacramento, an- 
nounced the appointment of John 
Osborn to commercial mgr. and 
Monas Bach man to mgr. in charge 
of promotion and research . . . Clint 
Yoiile, is retiring as TV weatherman. 
\V\BQ, Chicago . . . Harry Scott, 
to sales representative, KYW-TY, 
Cleveland . . . Bruce Beiswenger, 
to chief film editor for WROC-TY. 
Rochester . . . H. Harold Powell, 
national sales coordinator, WIS-TY, 
Columbia. S. C. 

Resignations: Miller Robertson, 
from manager of K1RO-TV, Seattle 
. . . George Kapel. from gen. sales 
mgr. of KXTV, Sacramento. ^ 



PEET PACKING 

(continued from page .'>5 ) 

it's a rare week when we don't get a 
request for his appearance at some 
Michigan club or group. Since he has 
been working with us. Malone has 
spoken at Kiwanis and Lions Clubs, 
Chamber of Commerce functions, and 
appears at state grocer conventions. 
Besides making regular plant visits, 
he is often at sales meetings." 

Additionally, Malone has repre- 
sented Peet at such events as the Na- 
tional Cherry Festival in Traverse 
City and the Silver Valley Winter 
Sports Carnival at East Tawas. 

Such appearances are not only 
sound merchandising but tie in with 
the theme of the show as well. As 
''Farmer Peel's Roving Reporter."' 
Malone spices his show with tapes of 
a presidential inauguration, Margaret 
Truman's wedding in Independence 
a trip through the Panama Canal, a 
European junket, etc. The merchan- 
dising junkets around Michigan take 
on added importance and interest be- 
cause of the larger scale peripatetic 
nature of the show. Says Parker, 
"At the Cherry Festival, we had clear 



evidence from crowd comments that 
it was "Farmer Peet's Roving He- 
porter' even though the car was 
marked only 'Ted Malone ." 

This integration of Malone into 
the Michigan scene has not hurt his 
value as a 'national' image for the 
Peet brand. ''Recently," says Parker, 
"we surveyed 2,100 women, asking 
them to name their favorite national 
brand. Fifty-six percent gave Farmer 
Peet as their preference." 

The 75-year-old Peet Packing Co. 
operates three plants in Michigan — in 
Chesaning, Ba\ City and Grand 
Rapids — with branches in Battle 
Creek. Lansing, Jackson, Ypsilanti, 
Flint, Cadillac and Gaylord. The 
Malone show is aired in Pontiac, 
Flint, Saginaw, Bay City, Lansing, 
Jackson, Battle Creek. Ann Arbor, 
Kalamazoo, Owosso. Grand Rapids, 
Muskegon. Traverse City, Cadillac, 
Petoskey, Gaylord. Alpena. Sault Ste. 
Marie and Alma-Mt. Pleasant. 

"Ratings and sales have climbed 
simultaneously in markets where sur- 
veys are available," Says Parker, 
''repeating the pattern we noted in 
the nine original markets."' ^ 




"1 



CARLOADS OF COCOA MARSH 

'roof uf KDKA-TV's selling power' Look 

at the carloads of Cocoa Marsh 
■e shipped into Pittsburgh after the mail 
response to the offer on KDKA-TV." 

MALCOLM P. TAYLOR 
Taylor-Reed Corporation 



40% MORE BUSINESS 

"KDKA-TV came through with 
flying colors— increased business 
more than 4<) r 't over any 
previous engagement here." 

DICK' FORTUNE 
Ice Capades 



$1.00 IN TIME. ..$20 IN SALES! 

"KDKA-TV is o)ir greatest pull. 
We get $20 in appliance sales for every SI spoil 
on KDKA-TV... plus indirect good 
will and sales in other departments." 

MEL LANDOW, Vice President 
Kelly & Cohen 
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CIGARETTES 

(continued from page 31) 

Like chewing gum, candies, beer, 
there isn't much to say about a cigar- 
ette brand beyond taste and enjoy- 
ment. Like soaps or detergents, one 
cigarette package (whether soft pack 
or flip-top box) looks about as ap- 
pealing as another. At the retail level, 
thev get no strong personal support 
such as an appliance or automobile 
gets from the showroom salesman. 

Across the country, cigarettes are 
sold in about 400,000 grocery stores, 
300,000 cafes. 300.000 general stores, 
tobacco and candy shops. In many 
of these places — especially the eating 
and drinking places — they are sold 
through vending machines. So they're 
strictly on their own, in stiff compe- 
tition (20 top-selling brands account 
for about 90% of all cigarette sales), 
and it's "customer's choice." 

Thus the cigarette industry is 
forced to spread its advertising over 
all media. This fact alone, practical- 
ly guarantees that the romance with 
radio will last. 

Another guarantee lies in an analy- 
sis of the cigarette business itself. Tt 



continues to grow bigger and bigger 
despite the most vicious attacks and 
bad publicity ever piled up by any 
business. 

United States Tobacco Journal, 
week]} magazine of the business, re- 
ports that trade consultant Harry M. 
Wootten's annual analysis of the in- 
dustry showed cigarette sales in 1958 
increased 5% — the biggest peacetime 
advance for the industry in 20 years. 
The per capita consumption (persons 
over 15 years of age) last year was 
estimated at about 3,575 cigarettes 
(about 180 packs). Highest per capi- 
ta of a previous year was 3.509 cigar- 
ettes in 1952 — just before the "health 
scare." The U. S. Department of 
Agriculture forecasts a further in- 
crease in cigarette consumption for 
1959. 

Tobacco is just about America's 
oldest industry, important to the 
economy for more than 350 years. It 
supports about 800.000 growers 
alone, contributes about $2.5 billion 
yearly to tax coffers (the Federal 
Government alone gets about two- 
and-one-half times as much in taxes 
as all the tobacco farmers get for 
their crops). Federal excise tax on 



cigarettes is o£ per pack, on top of 
which 14 states impose taxes ranging 
from 2<* to 8$*, not to mention some 
250 municipalities. To meet these 
taxes, cigarette companies must bor- 
row huge sums of money in advance 
of production. So it is easy to see 
that they cannot afford to relax on 
advertising; when sales dip, they are 
really in a hole. 

The entire tobacco industry is di- 
vided into four kinds (1. cigarettes: 
2. cigars: 3. snuff and chewing; 1. 
pipe tobacco) and represents about a 
$6.5 billion volume annually. Cigar- 
ettes account for about $4 billion of 
this. Last year, snuff and chewing 
tobacco sales were down ; pipe to- 
bacco, cigars, cigarettes all were up. 

But while cigarette smoking is defi- 
nitely on the increase, total industry 
figures are splintered by the variety 
of product and package types. Only 
a few-years ago. the filter cigarette 
accounted for only about 2% of the 
market. Menthol cigarettes, two years 
ago. claimed less than 5% of the 
market. Today, according to United 
States Tobacco Journal, the picture is 
this: filters account for 38% of cig- 
arette sales; regulars, 33%; non-filter 




SWEET SUCCESS 

"Normal week's eoffee-eake 
sales 3,000. Sales 
after KYW-TV promotion-? ,200 
. ..a SiO'/r increase!" 

E. T. GILCHRIST, Ass't to President 
Houjrh Bakeries, Inc. 



TV CREATES FOOT-FAD 

"There are almost no yotingsters walking 
into shoe and department stores ivho are not 

asking for Red BallJets. Beautiful 
increase in sales... opened new accounts, too." 

W. M. BRUCE 
Red Ball Footwear 



NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE <%^j© STATIC! 



king size, 20'< ; menthol-flavored, 
<)", . 

The market by now is so divided 
l)y types, that no cigarette company 
can afford to give ground on any of 
its major brands (companies that 
used to have only one major brand to 
support now have two and three), or 
the competition will move in before 
the last announcement fades away. 

In such an atmosphere, only the 
giants do well, and since it is oidy 
the giants who use radio heavily and 
consistently anyway, the future of air 
time sales to cigarette companies 
looks as healthy as the present. 

Here is a company- by -company 
look at the five leading cigarette pro- 
ducers and what they are doing in 
radio advertising. 

Liggett & Myers: In first quarter 
1959. according to KAB, spent $1,- 
140,221 in spot radio, to put it at 
head of the list. Last year, invested 
in spot radio a total of $2.7 million. 
The three cigarette brands of this to- 
bacco company getting heaviest play 
are, in order of rank: L&M. Chester- 
field and Oasis. In network radio, 
Liggett & Myers is con-sponsor of 
Stardust Pack on NBC. getting its 



announcement-, aired about 83 times 
per week: has been in and out of 
Mutual. 

Output of this company's three 
leading brands in 1958 was: L&M, 
25.9 billion cigarettes; Chesterfield. 
18.6 billion cigarettes: Oasis (''Oasis 
takes you away from the everyday 
1.1 billion. The company itself was 
the third largest producer with an 
all-brand total output of 65.5 billion. 
K. J. Reynolds: Invested §5598.063 
in spot radio during first three 
months of this year for three brands: 
Camel. Winston and Salem. In 1958 
spent about $4,700,000 in spot radio, 
according to RA 15 estimate- — about 
double what they invested in spot tv. 

Is very active in network radio. 
On ABC. sponsors Morgan Beatty's 
News of The IForld Monday through 
Friday from 7:30 to 8 p.m., is going 
to Monitor newscasts over 4 July 
weekend. On ABC. has 5-minute 
shows 23 times a week. On CBS. is 
a full sponsor of Answer Please Mon- 
days through Fridays; is co-sponsor 
of 7 a. in. strip Monday through Fri- 
day < Rusty Draper and AW Calmer) 
and of Sports Time Monday s through 
Saturdavs. On Mutual. Reynolds uses 



8-sec(jud adjacencies to newscast.- ami 
announcement? in baseball games. 

Here is how the three advertised 
brands of R. J. Reynolds did la.-t 
year: Camel. 63.5 billion cigarettes: 
Winston. 12.3 billion: Salem. 19 bil- 
lion. Reynolds is second largest L T . S. 
cigarette producer with a total of 132 
billion turned out last year. 
1*. I.oiillaid Co.: In\estcd nearly 
$651 thousand in spot radio between 
January and March this year by RAB 
estimate. Last year, the same source 
reveals this giant spent $1.2 million 
in the same medium. In network uses 
.Mutual on an irregular basis. 

The brands being pushed by this 
firm are: Kent. Old Gold and New- 
port. Two \ ears ago this company 
was at low ebb with a total produc- 
tion of only 21.7 billion cigarette out- 
put. They have effected the most 
brilliant comeback, bouncing up to 
total production of 52.2 billion last 
year: they might be called the living 
example of the tobacco industry^ 
resilience. Kent filters sparked the 
comeback with 36 billion sold last 
year. Old Gold filters sold 5.5 bil- 
lion: Old Gold Kings, 1.9 billion: 
Old Gold regulars. 5.4 billion. New- 





ONE SPOT.. .3000 REPLIES! 

"Did you cast a spell around Ohio? 

Over 3,000 of your KYW-TV 
victvers responded instantly— more 
than we reeeived from any other city. 

SHEILA McKEON 
Brown & Rowland, Inc. for "Q-Tips" 






1.25 /RIDE 



SALES-A-POPPIN' 

"Using KYW-TV exclusively, 
our sales show an 
incrcasv of 40% over 
last year's figures." 
PEGGY MILLER, Radio-TV Media Director 
Lustier Advertising for Sciuirt 



BIGGEST CROWD EVER 

"Last Wednesday wc had the largest 
crowd, greatest return 
in 53 years.. .and our only 
advertising was on KYW-Tf?' 

R. M. ANDRKAS. Manager 
Furitas Sprinfr Park Co. 



KYW-TV Cleveland 
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port output was 2.0 billion. 
American Tobacco Co. : The grand 
old friend of radio (Jack Benny and 
the George Washington Hill-inspired 
commercials) which has been pro- 
ducing Lucky Strike cigarettes since 
1916. The first three months of this 
year, American Tobacco placed about 
8596,792 in spot radio for four 
brands: Lucky Strike, Pall Mall, Hit 
Parade, and the new dual-filter Tarey- 
ton introduced last fall. During 1958. 
its stake in spot radio amounted to 
S 1.6 million. 

Last year, total cigarette output of 
American was 122.4 billion cigar- 
ettes. Pall Mall output was 58 bil- 
lion cigarettes; Lucky Strike. 47.2 
billion; Hit Parade,' 3.2 billion; 
Tareytons. 3.5 billion. 
Philip Morris: This year marks the 
25th anniversary of Johnny and his 
"Call for Philip Morris." For some 
time, this character (who came alive 
during the hey-day of network radio I 
was believed to have been abandoned 
by Philip Morris, but such was not 
the case. In the years of his absence 
from the air waves, Johnny had been 
out with the PM country music show 
and making appearances at state 



fairs. INovv he is back in radio. 

Philip Morris spent an RAB-esti- 
mated $391,335 on spot radio in the 
first quarter of this year. The brands 
it currently promotes are: Philip 
Morris, Parliament (''The most im- 
portant y± inch in smoking today"), 
Mayfields (previously mentioned as a 
test cigarette on the West Coast). 
Marlboro. The commercials for the 
latter are considered by many as 
gems in cigarette ad strategy since 
they have given the filter a "mascu- 
line" appeal. In 1955 when Marlboro 
filter-tips were introduced, they sold 
6.4 billion. Last year, Marlboro sold 
20.7 billion cigarettes. Here's how 
the other PM line stacks up: Philip 
Morris regular, 7.8 billion; Parlia- 
ment, 6.7 billion cigarettes. 
Brown & Williamson: Smallest 
spot radio spender during first quar- 
ter ($10,751). it has been spending 
from $20,000 to $40,000 a week in 
\BC newscasts for the past two-and- 
one-half years, but is going off as of 
now. Total output for B&W last year 
was 48 billion. The three leading 
brands and how they fared are: Vice- 
roy, 21 billion; Kool, 8.2 billion; 
Raleigh 7.2 billion. ^ 



'QUIZ-PANEL' 

(continued from page 37) 

The Goodson-Todman technique 
with quiz-panels involves a long, slow- 
period of program planning and de- 
velopment (it is not unusual for them 
to spend a year on a show before au- 
ditioning it) and painstaking research 
and improvement by their 100-man 
staff as the show r progresses. 

"It takes time to figure out even 
the simplest ideas," says Fates. 
"When we started What's My Line, 
we didn't know how to conceal our 
mystery guests from the panel. We| 
tried all sorts of elaborate nonsense 
— special sets, screens, even electronic 
devices — until some blight lad sug- 
gested — why not give the panel mem- 
bers masks? It seems silly that we 
had overlooked this solution, but no 
one had thought of it before." 

Often, the development of a good 
quiz-panel mean pruning away gim- 
micks and gadgets, and making the 
show less complicated. "There's al- 
ways a tendency to be too tricky," 
says Austin. "On Truth, for instance, 
we used to have an electronic machine 
to register audience votes. It was a 
beautiful thing, but it added nothing 
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DOWN GO OTHER MEDIA-UP GO SALI! 



30% OF TOTAL NATIONAL SALES! 

"We doubled our sales 
...sold 30'/( of the company's 
total national 
output in the KPIX area." 

DICK DRURY 
Maggie Magnetic Company (Games) 



900% INCREASE IN 6 MONTHS! 



"Since starting our campaign on 

KPIX, stores that used 
to sell 2 to 3 cases a month nolo 
sell up to 30 a week!" 

R. F. GUGGENHEIM, D'Evelyn-Guggenheim 
Advertising Agency for Kikko Man All-Purpose Soy Sauce 



'We've cut down on other 
media— and still our 
salfs have increased 
S5% thanks to KPIX." 

YOUNG BROS. 
Appliances 



NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE STATION 



to the show, and we junked it." 

On the other hand, the very sim- 
plicity of the quiz-panels sometimes 
hrings sneers from visual-minded tv 
"experts." "When we started Se- 
cret," says Fates, "we were told it 
was nothing but a radio show, and 
that we ought to juice it up with vis- 
ual efTects. Fortunately we were 
smart enough to resist." 

The selection of contestants in- 
volves some staggering research and 
production work. Approximately SOT 
of the contestants on Line and 20' < 
of those on Truth come from mail 
sent into the Goodson-Todman of- 
fices and applicants must he screened 
to eliminate cranks and phonies. 

Getting look-alikes for Truth taxes 
the ingenuity of the five-man research 
team assigned to the show. Once 
when Bud Collier's brother was ap- 
pearing on the program, a G-T re- 
searcher caught a glimpse of a man 
in a station wagon who resembled 
the Truth rn.c. A fast check with the 
police department disclosed that the 
car was registered at N.Y. Hospital. 
The hospital, in turn, revealed that it 
had been driven that da)' by a Con- 
necticut doctor. And a call to Nor- 



walk secured a startled but believable 
Bud Collier double. 

Contestants on G-T shows go 
through elaborate two-hour briefing 
sessions, plus "rehearsals" before 
appearing. For the "rehearsals" sub- 
stitute panels are used, composed in 
the main of bright \oung actors and 
actresses who. says Fates, "sometimes 
embarrass us by tossing up questions 
that we haven't even thought of." 

One minor, but amusing problem 
which G-T must face is the loyalty 
but conservatism of quiz-panel audi- 
ences. When Zsa Zsa Gahor appeared 
on Line, letters poured in protesting 
that sbe was not "intellectual'' enough. 
And when, to speed up the program, 
the ritual of having contestants shake 
hands with the panel was dropped, 
G-T was berated as "discourteous.'' 

As to the future of quiz-panel pro- 
grams. G-T believes it is bright, but 
has no immediate plans for addition- 
al shows of this type. "We have steel 
files full of program ideas. ' says Aus- 
tin, "and we're always ready to move 
in when trouble develops on the net- 
works. But we don't ofTer shows until 
we're sure of them." 

Incidentally', if vou are burstins: 



with what \ou belie\e i> a billion- 
dollar quiz-panel idea, don t send it 
to G-T, The\ don't accept them in 
the first place, and doubt their orig- 
inality in the >econd. "Over 300 peo- 
ple have tried to >c\l us the same idea 
for a mystery quiz-panel program," 
says Austin. 

In working on new program*, al- 
most every one at G-T has a hand in 
development and Fates and Austin 
claimed that none of the shows is a 
one-man product. G-T auditions is 
programs live, usually in its own 
offices or those of network executives, 
and hasn't made a kine for a live 
show in five years. Price is Right, for 
example, was auditioned and sold in 
Tom McAvity s office whe be was a 
NBC program executive. G-T sells its 
experience and know-how as much as 
program ideas and performance. 

Production of quiz-panels involves 
headaches, problems, and risks ( G-T 
has had to defend scores of nuisance 
suits). But in the hands of experts it 
is obviously a profitable operation. 
The executive dressing room-bath- 
room between Goodson and Todinan s 
offices is paneled in. of all things, a 
fine finality grev flannel. ^ 
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ROCKET LAUNCHED— BY TV! 

"Exceptional results 
...sales took a 
definite rise upon 
our start on KPIX." 

HOWARD K\ WHITNEY. Adam-Whitney Company 
(Toy manufacturer) 



ORGAN SPOTS STRIKE 300% CHORD! 

'From a saturation schedule of spots exclusively over 
KPIX for Thomas Electronic Organs, priced from 
$750.. .an increase in business of 3Q0 r ', in the Day 
Area. So successful it depleted in rentory!" 
N. C. TKAK1.E. N. C. Teakle Distribution Company 
Thomas Electronic Organs 



KPIX San Francisco 
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You could ask 



Sherwood J. Tarlow 

PRESIDENT 

of WHIL BOSTON 

about our World-wide 
Voiced News Service 



but why not call 

INTERNATIONAL 
TRANSMISSIONS!" 0 

2 W. 46th ST., N.Y.C. 
COIumbus 5-2400 



NEW YORK 



H 



WINSLOW 



EAST SIDE 



Madison Ave. jf 
at 55th St. 

SMART 
MIDTOWN 
LOCATION 



One block from Fifth Avenue's 
famous shopping area. Near 
theatres, Radio City, restau- 
rants, cafes, business and 
cultural centers. Newly deco- 
rated rooms with private 
bath. Free radios. Air-condi- 
tioning and TV available. 

Daily rates from $6.50 single 

from $8.50 double 

Write for descripfive brochure. 




Tv and radio 
NEWSMAKERS 





Donald E. Leonard has been named media 
director for Fuller & Smith & Ross, Inc., 
New York. He was formerly media director 
for W. B. Doner & Co., Baltimore. From 
November, 1954 to March. '56, Leonard 
was broadcast media buyer and supervisor 
with McCann-Erickson, on the Esso Stand- 
ard Oil account. He handled media for 
several accounts with Marschalk & Pratt for 
five years prior to that agency's merger with McCann. Leonard spent 
three \ ears in the Navy, attended Columbia U. School of Bus. Admin. 

Kenyon Brown has been named president 
of the newly formed Broadcast Division of 
National Automotive Fiber, Inc. (NAFI). 
He plans to increase that company's owner- 
ship of broadcast properties to the limit 
allowed by the FCC. Currently president of 
KCOP Tv, Inc.. Brown is part owner 
through NAFI of KCOP-TV, L. A.; KFOX. 
Long Beach; KSON, San Diego; KPTV, 
Portland and K1TO, San Bernardino. Brown's new executive assist- 
ant at NAFI: James Rue. a Ph.d. in communications from U. S. C. 

John E. Kucera, director of network rela- 
tions at Ted Bates & Co., has been elected 
a v.p. Prior to joining Bates in 1956. 
Kucera spent seven years with the Biow 
Co., Inc., as v.p. in charge of broadcasting 
media. Earlier, he was with Foote, Cone & 
Belding as assistant to Hubbell Robinson, 
then radio and tv director for FC&B, and 
for seven years with Young & Rubicam. 
Kucera attended Yale University and served three years in the Army. 
Appointed assistant v.p.'s: John N. Calley and William E. Watts. 

John F. Dille Jr. has been named presi- 
dent-elect of the U. of Chicago Alumni 
Assn. He is president of Truth Publishing 
Co., publishers of the Elkhart Truth and 
operators of WSJV, South Bend-Elkhart. 
He is also president of Truth Radio Corp. 
(operators of WTRC, Elkhart) ; heads the 
corporation which operates WKJG-AM & 
TV, Ft. Wayne and is v.p. and director of 
the National Newspaper Syndicate. Chicago. Dille received his B.A. 
degree and his M.A. in Communications from the U. of Chicago, 
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How to build better schools 

with corrugated boxes 



Using boxes to build better 
schools was a new challenge 
for Stone Container Corp. The 
challenge had come from the 
Advertising Council. Stone's 
answer was a "package deal". 

What was done ? 

Stone Container knew the aver- 
age carton was seen by hundreds 
of people as it traveled toward 
the market place. If each of the 
hundreds of thousands of car- 
tons they produced carried an 
Advertising Council message — 
the fight for better schools, or 
for fewer accidents and forest 
fires, would indeed be aided by 
a "package deal". 

Stone prepared printing plates 
covering each of these Council 
campaigns: 

ACTION 

Aid to Higher Education 

Better Schools 

Forest Fire Prevention 

Keep America Beautiful 

Religion in American Life 

Stop Accidents 

United Fund Campaigns 

U.S. Savings Bonds 

They offered to print, free of 
charge, the campaign's message 
on cartons ordered by any of 
their clients. Thus, the client 
becomes a contributor to public 
service, too. 

Company benefits 

Two letters describing this pro- 
gram were sent to advertising 
and management executives in 
many companies. This provides, 
according to Norman H. Stone, 
President, a "good opportunity 




to get contacts in depth. Adver- 
tising Council committee mem- 
bers themselves are business 
executives and we accrue some 
benefits from that". 

You, too, can benefit 

You help your company earn a 
better business climate by ty- 
ing in with the Advertising 
Council. The Council offers free 
advertising materials for com- 
pany publications, reproduction 
proofs of advertisements or 
"drop-ins", mats for newspaper 
advertisements, posters for bul- 
letin boards, etc. 

Do what you can to get your 
company to use these materials. 
Or maybe you, like Stone Con- 
tainer, can come up with a com- 
pletely new way to help. Find 
out how you can tie in by send- 
ing the coupon below, or calling 
the Advertising Council branch 
office nearest you. Branches in 
Chicago, Los Angeles and 
Washington, D. C. 

Materials — reproduction proofs, 
posters, radio and TV spots — 
are free. 



THE ADVERTISING COUNCIL, INC., 



25 West 45th Street, 
New York 36, New York 

Please tell me how I can 
tie in with Council cam- 
paigns — and earn a better 
business climate. 
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End of the advertising year 

Back in our boyhood, the Fourth of July meant fire- 
crackers at dawn and a day-long orgy of cap pistols, tor- 
pedoes, rockets and Roman Candles. 

Today, in the era of the Safe and Sane Fourth, it means 
for many people a chance to go zooming off unsafely and 
insanely along the nation's highways in the summer's biggest 
weekend. 

But for those of us in the business of radio/tv advertising, 
the Fourth is actually a kind of New Year's Eve. It signalizes 
the end of the old advertising year, the beginning of a new 
advertising season. 

From here on we'll all be thinking of next fall s ratings, 
sales and triumphs. We're ringing down the curtain on what 
was 1958-1959. 

Actually the air media have been responsible for a com- 
plete revolution in the advertising calendar. January 1st has 
lost its meaning for admen. The new season begins now. 

So we're not wishing you a "Happy Fourth" but rather a 
"Happy New Year." 

Cut out the nonsense 

There's no need for us to comment at length on the irk- 
some "equal time" question. 

Recent witnesses in Washington have made it abundantly 
clear that the Communications Act must be revised. 

We want to say only this to Congress: Please act now to 
cut out this "equal time" nonsense. And please, for every- 
one's sake, do it quickly. 

A job well done 

The other day a highly capable man resigned from the 
NAB and received an unusual commendation from its Board 
of Directors. Donald M. Martin, for the past two and a half 
years in charge of NAB public relations is leaving to form 
bis own p.r. firm. 

We have enjoyed working with Don and admire the job he 
has done. We wish him well in his new venture. 




THIS WE FIGHT FOR: Continued pressure 
during the season ahead far greater creativity 
in radio/tv. Constant program improvement 
is needed to keep the air media healthy. 




lO-SECOND SPOTS 

Samaritans: WBAL, Baltimore, em- 
barked on a good-will campaign de- 
signed to help out motorists who 
might get traffic tickets because their 
parking meters had "run dry." WBAL 
personnel went out depositing coins 
in run-out parking meters, leaving 
under the windshield wipers of the 
cars notes reading, "We noticed your 
meter had run out ... so we dropped 
some change in it for you. We don't 
like to get tickets either." The police 
department called a halt to it. Spoil- 
sports! 

Suburbanite: A Michigan Avenue tv 
exec recently moved from the city of 
Chicago to a new home in Evanston, 
gives this definition of a suburbanite: 
"A gardener with sex privileges." 

No fix: At the recent annual jam- 
boree of the Washington D. C. Ad- 
vertising Club, WTTG-TV donated a 
bottle of Chanel #5 as a door prize. 
It was Avon by Symon B. Cowles, 
promotion director of WTTG (who 
turned it over to Channel swimmer 
Florence Chadwick). 

Saved? Phil Stone, CHUM, Toronto, 
reports the following as evidence of 
Hollywood getting religion: Passed 
out on the streets were cards that 
read, "Where will you be when the 
final rushes are shown in Heaven? 
Don't be left on the cutting room 
floor." 

Public Service: From a WBBM, 
Chicago, release — 
"Listeners will be instructed in sensi- 
ble ways to avoid many common 
summer irritants. They will be told 
how to meet many emergencies." 
Like the wolf from the cabin next 
door? 

Scoop: 12-year-old Donald Senott 
has called in many newstips to 
WWDC, Washington, D. C, and re- 
ceived his dollar for each used on the 
air. He has even asked his young 
friends to assist him in news- 
gathering. The other day, a friend 
called Donald with a tip but he was 
out. His mother insisted he call the 
radio station himself. What WWDC 
finally got was this item: that a 
neighbor married 13 years who had 
been told by doctors she wouldn't 
have a baby was now pregnant. 
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BIG AGGIE HEADS THE CLASS AT VALE 



SOUT; i; 



She's also a KWOG at Amherst and West Point (Nebraska). 
These arc just three of thousands o!" cities and towns in 
ib'g Aggie Land, one of the largest hind area radio cover- 
ages in the U. S. W'NAX-570 covers 17. r > counties in six 



states — delivers a titi. \'^ ( , share of the (>0<)..V.HI i.ulio homes 
in Big Aggie Land. Profitable promotion in this prospermia 
market — million people with S3 billion to spend — 
bcuitih with W'NAX-570. See \otn Rat/ man. 



CBS RADIO 



PROGRAMMING FOR ADULTS OF ALL AGES 

PEOPLES BROADCASTING CORPORATION 

Yankton, South Dakota Sioux City, Iowa 




floras 

IROROCASUKC CORPORATION 
\\ \ A\, Yarkton. S. 0. 
WCAIt. Cleveland. 0. 
\\ HID. Worthington. 0 
H'TTM. Trrnton. N. 1. 
K\ TV, Shui City. lo»a 



What's missing in this pictun 




No picture of "The Best Location in the Nation" is complete with- 
out the sound of WDOK's better music for Northern Ohio. Since we cannot photograph a sound, 
let's just say you must hear it to believe it and then you'll like it, too.* 



WDOK has a quality audience, latgely adults. Adults who are able 
to buy and persuade others to buy. In fact, there is nothing else like it in Northern Ohio. WDOK 
was first in complete album programming; first with classical programs; first with music unlimited 
( separate FM operation ); first with regularly scheduled stereophonic broadcasts; first with the Hi- 
Fi Fair. 

^Cleveland is a bustling metropolis with one of the largest spendable incomes per capita in the United 
States. The latest Nielsen report shows WDOK as No. 2 and No. 1 hi the Cleveland market. 

THE CIVIC BROADCASTERS, INC., 1515 EUCLID AVENUE, CLEVELAND 15, OHIO 
REPRESENTED NATIONALLY BY BROADCAST TIME SALES 



